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CHAPTER 1: INTRODUCTION
In 2015, I attended and presented at the Latinos in Tech and Social Media Conference in
Washington D.C. on the power of blogging. The Latinos in Tech and Social Media Conference is
held annually by Latinos in Tech and Social Media, an organization whose mission is to raise
awareness and offer “opportunities to learn from industry experts, connect with community
leaders and influencers, and form key partnerships to empower social change agents to increase
impact and positive change on issues affecting the Latino community” (Latinos in Tech and
Social Media, 2017). During the Latinos in Tech and Social Media conference, I networked and
presented on behalf of Latinitas, a 501 (c) 3 charitable organization1 based in Austin and El Paso,
Texas, on how writers use the power of blogging to organize communities for social change. My
experience at the conference and working with Latinitas planted the seeds of this dissertation.
In my role as a Latinitas staff member, I have worked to increase the visibility of
Latinitas in both online and physical spaces. As the Coordinator for the organization’s Youth
Editorial Advisory Board, I guide and mentor Hispanic/Latino writers to think critically and
understand emerging issues that are directly relevant to the Hispanic/Latino community. I work
alongside writers to help them discover their voice and generate content for Latinitas Magazine.

I use non-profit organization and organization interchangeably. The non-profit sector is
composed of charitable organizations that are classified by the Internal Revenue Service as a
public charity or private foundations. Under the section 1986 tax code, public charities are
classified as 501 (c)(3) tax-exempt organizations. 501 (c)(3) tax-exempt status are commonly
referred as non-profit organizations, and differ in classification from religious organizations,
political organizations, and Civic Leagues, Social Welfare Organizations, and Local
Associations of Employees due to the restrictions imposed on lobbying and political action (IRS,
2017).
1

1

Latinitas Magazine serves as a forum of self-expression and self-empowerment through which
Hispanic/Latino teens can further their academic, personal, and professional achievements. In a
white-dominated feminist blogosphere, Latinitas Magazine is a bilingual platform and illustrates
how the organization does not limit the linguistic practices of the writers. Latinitas addresses
complex Hispanic/Latino issues through an interplay of technology and activism in both online
and physical spaces. Despite the differing audiences and resources, Latinitas contextualizes
material to their key stakeholders in El Paso and Austin, Texas and provide the necessary
platforms (workshops, conferences, etc.) needed to enhance marginalized voices. Presenting at
the Latinos in Tech and Social Media Conference and networking from behalf of Latinitas
started as a typical work-related event. Yet, the more I immersed myself in the conference, the
more I wanted to learn about the content management strategies of Hispanic/Latino non-profit
organizations outside the confines of my work with Latinitas. How does networking extend past
professional relationships amongst social media innovators, non-profit practitioners, and
Hispanic/Latinos leaders from large corporations (Google, Disney, etc.) in this conference? How
does this conference and its participants assemble communities that contribute to the
development and sustainability of the Hispanic/Latino non-profit sector? This anecdote reflects
a key turning point towards exploring the relationship between cultural identities and public
writing. In the next section, I provide the definitions I use within this dissertation study.
1.1 Definitions
I define public writing as any text produced by an organization for the purpose of
establishing identification with stakeholders. Building on Phillys Ryder’s (2011) definition of
public writing as a “a site of rhetorical struggle located within ideological, historical, and
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material spaces,” I view public writing as any text that is produced by an organization for the
purpose of meeting the needs of their multiple stakeholders (p. 63). To further this point, I align
with her position on how “successful public writing draws on a repertoire of rhetorical strategies
that attend to these struggles as they invoke the desired public” (p. 63). The process towards
assembling communities, which I interchangeably use as a public in this dissertation, is
inherently rhetorical.
Various terminologies are used to locate and describe a public. Grabill (2010) notes that
the assembling of a public is a rhetorical practice because it requires invention and distribution,
or re-assembling, of a “thing” (p. 199). Grabill (2010) explains Latour’s concept of a thing by
stating a “thing” can be a public group, activity, or “the issue – the matter of concern – that
brings people together and also the assembly itself” (p. 199). Identifying a non-profit
organization as a public is a starting point towards examining how associations are made,
transformed, and for what purpose. A non-profit organization as a public undergoes multiple
transformations within multiple networks as means to meet the needs of its key stakeholders
(clients2, donors, volunteers, etc.). I define a network as a process that is used by multiple actors
to interact, assemble, and further the organization’s sustainability as an ecology. To further this
point, I frame an ecological approach by aligning with definitions from Nathanial Rivers (2012)
and Laurie Gries (2015). Both Rivers (2012) and Gries (2015) claim that “rhetorical ecologies
seek to account for the material, the nonhuman, and the distributed quality of persuasion, agency,
textual production, the formation of publics, and the like – in short, the irreducible complexity of
human (and, for that matter nonhuman) activity” (Rivers, 2012, p. 34). By taking an ecological
approach, I situate an ecology as being dynamic, not fixed, and is made up by multiple publics in
2

A client for a non-profit organization refers to individuals whom use the non-profit organization’s services.
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which non-profit organizations use rhetoric as a tool to communicate an organization’s mission,
purpose, values, and goals to multiple audiences. Using Grabill’s (2010) definition of how “the
rhetorical is and creates particular kinds of connections,” I use rhetoric as both a discursive and
material practice. After the Latinos in Tech and Social Media conference, I began to view the
public writing by Latinitas as a rhetorical process that contributes towards developing and
sustaining an ecology, but also contributing towards forming the organization’s identity.
Scholarship in organizational theory and rhetorical theory position identity formation as
fluid. Identity is commonly defined as “elements of an entity, an individual or an organization,
that endure over time,” which can apply to both individual and collective identities (Suddaby,
Fodter, and Trank, 2017, p. 311). Applying an ecological lens to organizational identity leads to
“[acknowledging] the dynamic complexity of these networked systems, the interrelated,
laminated layers of activities that constitute them, and the mutual transformation that occurs
among intertwined elements” (Gries, 2015, p. 56). I take an interdisciplinary approach and
combine and apply this definition with Albert and Whetten’s concept of organizational identity.
From the perspective of an organization, organizational identity is often used when addressing
identity formation and process of identification. Introduced in 1985 and updated in 2006,
organizational identity theory is defined as being “specified as the central and enduring attributes
of an organization that distinguish it from other organizations” (Whetten, 2006, p. 219). If an
organizational identity is a self-reflective practice, then the question of how does the
organization, as a rhetor, use cultural associations to develop and sustain an organizational
identity warrants attention. Combing theories from organizational communication and the field
of rhetoric adds to conversations surrounding professional writing practices of non-profit
organizations.

4

When cultural identities are examined in identity formation, both fields (organizational
communication and the field of rhetoric) focus on diversity, language, and other cultural
associations that impact the individual more so on how they contribute towards developing a
collective identity. While I self-identify as a Latinx scholar, to reduce bias and preference for an
identity label, the “Hispanic/Latino” identity label is used throughout this dissertation study
when not being specifically referenced by the author and/or subject participants. Hispanic/Latino
as a combined identity label is selected because they are the “most common and least
problematic” labels (Rinderle and Montoya, 2008, p. 146). The 2011 National Survey of Latinos
(NSL) found that identity labels within different Latino subgroups vary “… with nativity and
language usage the strongest predictors of identity preferences” (Taylor, Lopez, Martinez, and
Velasco 2012). Furthermore, the same survey discovered that 51% of their Hispanic/Latino
participants have no preference between Hispanic/Latino, but only 29% agree that
Hispanics/Latinos share a common culture (Taylor, Lopez, Martinez, and Velasco 2012). The
two studies are a small sample of how the perception of ethnicity, race, culture, and cultural
identity are highly contextualized and subjective. More recently, the Latinx label has been
gaining popularity and is meant to be more inclusive, gender neutral, and non-conforming.
From the perspective of a non-profit organization, in 1998, Cortés utilized the term
Latino as a collective identity to describe organizations working with the Hispanic/Latino
community. However, this definition is not the norm when describing Hispanic/Latino non-profit
organizations, since defining non-profit organizations is centered on the services they provide. I
differentiate the non-profit sector and Hispanic/Latino non-profit sector by using Cortés (1998)
definition of a Hispanic/Latino non-profit organization. Cortés (1998) defines U.S. based Latino
non-profit organizations as:
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Organizations whose missions focus on Latino community problems or
aspirations; they are controlled or led by Latino community members. In addition,
Latino nonprofits are either (a) tax-exempt corporations governed by Latino
directors or led by Latino chief executives, or (b) voluntary associations
dominated by Latino members or constituents.
(p. 19).
Using Cortés’s definition to describe Hispanic/Latino non-profit organizations situates the
Hispanic/Latino non-profit sector as a specific niche within the much larger operations of the
non-profit sector. The central focus of the Hispanic/Latino non-profit sector is the association,
representation, and contribution to the empowerment and diversity of Hispanic/Latino
communities. Although Hispanic/Latino organizations operate within the general non-profit
sector, their contributions to collective life have a larger impact of their use of cultural identities.

Cultural identities are not solely associate with using Hispanic or Latino as an identity
label. The interchangeable use of the term Latino, as found within the scope of Hispanic/Latino
identity scholarship, demonstrates the diverse and politicized process of how identity labels are
used. In 1970, the Hispanic origin was introduced by the U.S. census Bureau that used “Spanish
surname, place of birth, and Spanish mother tongue responses” as identifiers. Since then, the
Hispanic identifiers have undergone changes over the past 40 years (Ennis, Rios-Vargas, and
Albert, 2011, p. 2). In 2010, the U.S. Census Bureau defined the Hispanic origin “…as the
heritage, nationality, lineage, or country of birth of the person or the person’s parents or
ancestors before arriving in the U.S.” Racial/ethnic/cultural identities are then limited to a
panethnicity constructed by the government. Yet, despite the U.S. Census bureau’s attempt to
establish a panethnicity, the heterogeneous population of Hispanics often deviates from a
panethnicity towards more inclusive identity labels (Taylor, Lopez, Martinez, and Velasco
2012). From Chicano, Mexican-American, Xicana, Mexican, to name a few, an assortment of
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identity labels correlates to a rise in Hispanic/Latino population (Rinderle and Montoya, 2008).
The same can be said for Hispanic/Latino based non-profit organizations where the increased
number of Hispanic/Latino non-profits sector correlates with population growth of the
Hispanic/Latino population. In the 1990’s the Latino non-profit sector saw the formation of over
300 organizations (Cortes, 1999, p. 33). As of 2017, the IRS does not identify the total number of
Hispanic/Latino organizations currently operating and minimal research exists on the trajectory
of the Hispanic/Latino non-profit sector. Theoretically, combining organizational theory and
rhetorical theory questions the role of the rhetor as a single speaker while addressing the need for
more research on how Hispanic/Latino non-profit organizations create their own networks and
shape the non-profit sector. In the next section I address the purpose and significance of the
study.

1.2 Purpose and Significance of Study
For a non-profit organization to distinguish itself from others, its organizational identity
becomes a key rhetorical statement that is both explicit and implied. This rhetorical act is what
bridges rhetorical and organizational theories. In this dissertation, I take an interdisciplinary
approach to create a Hispanic/Latino Non-profit Sector Ecology Model and a Representation,
Identification, and Networking Model that explain how an organizational identity is a rhetorical
process and product that can be used to map the Hispanic/Latino non-profit sector as an ecology.
This interdisciplinary approach adds to emerging conversations about the writing practices and
knowledge work of Hispanic/Latino non-profit organizations. A substantial amount of research
on the role of rhetoric within the non-profit sector exists in both fields. This includes, but is not
limited to, the impact of service learning, lack of diversity/need for leadership roles from
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marginalized groups, and the outcomes from the services provided by non-profit organizations.
Minimal research exists on the writing practices and knowledge work of Hispanic/Latino nonprofit organizations. The impact of cultural associations is often centered on the individual
instead of being seen as a key component in the creation and sustainability of an organizational
identity for a Hispanic/Latino non-profit organization. The limited data on Latino based nonprofit organizations has been described as “sketchy” and “incomplete” (Cortés, 1999).
Scholarship in organizational communication pertaining to Hispanic/Latino based non-profit
organizations is limited to the 1990s and research predominantly focuses funding and income
disparities of the non-profit organizations.

My dissertation does not focus on service or an individual’s cultural identity, and instead
focuses on the Hispanic/Latino non-profit sector because their voices and contributions to the
non-profit sector and the field of rhetoric are underrepresented. The purpose of my dissertation is
to examine how an organizational identity is rhetorically constructed by multiple actors (human
and non-human). From a rhetorical perspective, an organizational identity is a collective identity
developed and sustained through an organization’s pubic writing. As both a product and process,
an organizational identity can be used to trace the actors that contribute towards shaping the
Hispanic/Latino non-profit sector as an ecology. I use an organizational identity as an anchor to
view the transformation of cultural characteristics in three Hispanic/Latino non-profit
organizations: Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media.
Mapping the Hispanic/Latino non-profit sector adds a new layer to emerging conversations in
several sub-fields of rhetoric whose work would benefit from having conversations regarding
identity formation in online space, rhetorical ecologies (digital and visual rhetorics), cultural
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associations in identity formation (public and cultural rhetorics), and an organization’s writing
practice (professional writing, public writing, and technical communication). My dissertation
combines these conversations in order to diversify community engagement scholarship by
producing “new, hybrid forms of theoretical and applied knowledge” (Conference on College
Composition and Communication, 2016). For Hispanic/Latino non-profit organizations, an
organizational identity is dependent on assembling and reassembling rhetorical statements of
how the organization aligns with cultural values of Hispanic/Latino communities. In order for
scholars of rhetoric and writing to effectively theorize and apply knowledge when working with
marginalized communities, it is imperative for us to understand the organizational structure,
communication, and rhetorical processes that sustain a non-profit organization and the sector in
which an organization operates. This brings insider knowledge on what mechanisms are used to
sustain an organization’s writing process and what types of goals and values intersect with an
organization’s stakeholders. While Hispanic/Latino organizations operate within the nonprofit
sector, their exigencies and professional writing practices differ because they are heavily
dependent on an identity rooted in cultural associations. In the next section I introduce the
research questions that frame the dissertation.

1.3 Research Questions
In this dissertation, I use “How is an organizational identity constructed rhetorically by a
Hispanic/Latino based non-profit organization?” as the overarching question. The following
sub-questions are used to supplement the overarching question:
● How does the non-profit organization’s online presence (website and social media
accounts) transform a non-profit organization as a public(s)?
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● What is the relationship between cultural associations and a non-profit organization’s
public writing?
● What implications does examining the rhetorical process of an organizational identity
have on community engagement projects within the field of rhetoric?
The next section provides an overview of the methodology and analysis used in this dissertation
study.
1.4 Methodology and Analysis
Data collected from three Hispanic/Latino non-profit organizations (Hispanics in
Philanthropy, Latinitas, and Latinos in Tech and Social Media) include interviews from the
Director of Communications from Hispanics in Philanthropy, the Chief Operating Officer of
Latinitas, and LATISM-DC Director from Latinos in Tech and Social Media. I also collected
content from each organization’s website and social media accounts (Twitter and Facebook).
The three organizations cater to Hispanic/Latino communities but range in size, mission, and
online and community outreach strategies. While there is a surplus of Hispanic/Latino based
non-profit organizations to choose from, each organization reflects a different area of the
Hispanic/Latino non-profit sector. The criteria and selection process is further examined in
Chapter 3 – Methodology. The following section provides a brief overview of the three
organizations participating in this dissertation:

Hispanics in Philanthropy (HIP)
Since 1983, HIP has provided several outreach and research incentives that cater to the
Hispanic/Latino non-profit sector and communities. Located in Oakland, CA, with additional
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locations in the U.S., HIP’s mission is to “to strengthen Latino leadership, voice, and equity.”
They are one of the leading non-profits that contributes towards diversifying the non-profit
sector while raising millions of dollars for Hispanic/Latino based non-profit organizations. In
addition to meeting the selection criteria, HIP stood out because of their strong philanthropic
endeavors and interchangeable use of Hispanic and Latino identity label.

Latinitas
In 2002, Latinitas was developed as a project by a group of undergraduate students in a Latinos
in Media course at the University of Texas at Austin. The founders saw a need for cultural,
social, and technological outreach to promote positive representation of Hispanic/Latino
communities, which led Alicia Rascon and Laura Donnelly to spearhead Latinitas as an official
student organization. The mission of Latinitas is to inform, entertain, and inspire “young Latinas
to grow into healthy, confident, and successful Latinas.” As a volunteer-driven organization,
Latinitas started as a means to empower Latina youth to see and express that they are no less
capable of achieving success. Latina youth became the key stakeholders for the organization’s
outreach and civic engagement initiatives, and in 2002 the organization formed a Board of
Directors and transitioned into a non-profit organization and established a headquarters in 2008
in El Paso, Texas. Latinitas offers a self-described “…. wheelhouse of multimedia production
skills and technology training to design websites, do graphic design, produce video, record
audio, blog, do photography, invent social media campaigns, develop video games and apps,
coding and robotics, and lately, virtual reality and 3D printing” (Latinitas, 2017, Amplify
Austin). In addition to meeting the selection criteria, Latinitas stood out because of their online
Latina driven online magazine.
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Latinos in Tech and Social Media
Since 2009, Latinos in Tech and Social Media has created digital communities that cater to the
Hispanic/Latino communities. Located in 22 cities, also referred to as chapters, throughout the
United States and Latin America, Latinos in Tech and Social Media “actively engages in digital
communities to ensure that online discourse more accurately reflects the rich diversity of
thought, heritage and culture in our changing society.” This is reflected in being self-described as
a “pioneering social media organization with over 190,000+ Latinos in Tech and Social Media
members. In addition to meeting the criteria, Latinos in Tech and Social Media stood out because
of its strong online presence with #LATISM3 – a hashtag frequently used on Twitter. #LATISM
generates millions of impressions daily and is interchangeably used as an online movement, to
connect with Hispanic/Latino communities (news, events, host discussions, etc.), and also serves
as the non-profit organization’s name.

I collected content from each organization’s website and social media accounts (Twitter
and Facebook), and completed an interview per organization. Lovejoy and Saxton (2012) found
that social media platforms like Facebook and Twitter “create opportunities for interpersonal
engagement, interactivity, and dialogue” which “carry considerable potential as an organizational
communication and stakeholder relations tool” (p. 339). The “static” and “interactive”
characteristics differentiate the website from the social media accounts and triangulates data
obtained from the interviews. I refer to social media platforms as actors that actively engage to
assemble and re-assemble cultural associations linked to the Hispanic/Latino communities.
When collecting content from the website, I focused on the homepage/landing page, about us,

3

An acronym for the organization will not be used in this dissertation and #LATISM will be used when referring to
the hashtag.
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and membership sections to remain consistent and obtain the mission, goals, and values as stated
by each organization. Latinitas combines their website with the magazine, so the website and
magazine are interchangeably used throughout the dissertation. Since Latinos in Tech and Social
Media is predominantly an online organization, I used TAGS to track the hashtag #LATISM
from April 1, 2017 – December 31, 2017. A total of 18,280 tweets were collected. Analysis of
the data collected led to creating two models that reflect the rhetorical process when developing
and sustaining an organizational identity. The limitations of the study primarily stem from
sample size, typification, and social media tracking, which are further explained in Chapter 3 Methodology.

1.5 Chapter Overview

The following section provides a brief overview of each chapter in this dissertation:
Chapter 2 – Theoretical Framework
In this chapter, I use an interdisciplinary approach towards examining how an organizational
identity is a process (rhetorical act/transformation of a public) and a product. Borrowing theories
and terminologies, such as organizational identity, organizational image, etc., from
organizational communication supplements rhetorical theory’s understanding of how publics are
formed. Key concepts in this chapter are stakeholder outreach, the process of identification as a
rhetorical act that leads to rhetorical statements, and how Actor-Network Theory (ANT) as a
framework can be used to identify multiple actors and networks influencing the transformation
of a public. The transformation of a public creates the foundation for linking an organizational
identity to an ecology. I end this chapter by discussing how and organizational identity, as a
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process and product, creates an ecology.

Chapter 3 – Methodology
In this chapter, I explain the methodology I use to examine how an organizational identity is
rhetorically constructed by three Hispanic/Latino non-profit organizations: Hispanics in
Philanthropy, Latinitas, and Latinos in Tech and Social Media. I describe the process of selecting
a non-profit organization for the study, outline the interviewee criteria, explain the interview
process, describe the data collection process for obtaining content from each organization’s
websites and social media accounts (Facebook and Twitter), and explain the process and
software used to code data.
Chapter 4 – Findings and Data Analysis
In Chapter 4, I provide the findings from data collected from Hispanics in Philanthropy,
Latinitas, and Latinos in Tech and Social Media. I begin the chapter by contextualizing each
organization’s mission, purpose, and impact on the Hispanic/Latino non-profit sector. Then, I
examine how representation, identification, and networking are achieved by each organization. I
end the chapter by introducing two models an analysis of the relationship between public writing
and cultural associations.
Chapter 5–Conclusion and Recommendations for Future Research
This chapter describes future directions for research on the use of cultural associations by nonprofit organizations. In this chapter, I provide an overview of how the Hispanic/Latino nonprofits represent publics that shape the Hispanic/Latino non-profit sector. As a public, each
organization undergoes multiple transformations by various actors within multiple networks. The
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transformations are necessary for the organizations to thrive and are also essential towards
understanding the relationship between cultural identity and public writing. I end the chapter by
addressing the implications of examining the rhetorical process of an organizational identity in
the field of rhetoric means creating critical reflexivity of how organizations working with
marginalized groups operate, write, and develop and sustain knowledge-sharing networks.
My goals for Chapter 1 were to introduce an organizational identity as a process and product that
undergoes multiple transformations. An organizational identity serves as an anchor, or a “thing,”
whose characteristics can be traced within an organization’s public writing. In the next chapter,
Chapter 2 - Theoretical Framework, I discuss the multidisciplinary theories in organizational
communication and rhetorical theory that frame the relationship between identity and public
writing.

15

CHAPTER 2: LITERATURE REVIEW
In this chapter, I provide a general overview of how an organizational identity is
rhetorically constructed by a non-profit organization. The literature in this chapter introduces
concepts from organizational literature and rhetorical theory. By using an interdisciplinary
approach, I am able to contextualize practices within the non-profit sector while using rhetorical
theory as the thread that transforms the practices. In Section 2.1 I provide a general overview of
the role of rhetoric within an organization’s stakeholder outreach and identification initiatives. I
position stakeholder outreach and identification as a rhetorical act in order to frame the rhetorical
process that leads to developing and sustaining an organizational identity. Then, in Section 2.2 I
use Actor-Network Theory to frame an organizational identity as a rhetorical statement and how
an organizational identity represents both a process and a product transformed by human and
non-human agents. In the final section, Section 2.3, of this chapter I focus on how an
organizational identity becomes an anchor through the organization’s public writing and is used
to develop and sustain an ecology. An organizational identity as an anchor serves as a starting
point towards mapping the different transformations that lead to shaping an ecology.

2.1 Stakeholder Outreach and Identification as a Rhetorical Act
Organizational literature often situates rhetoric as an integral component of a non-profit
organization’s stakeholder outreach initiatives. In fact, Hartelius and Browning’s (2008) analysis
of rhetoric in organizational literature attributed rhetoric to being responsible for creating,
sustaining, and challenging managers and organizational orders. By challenging organizational
order, managers have an ethical liability and rhetorical agenda for making the strategic moves to

16

establish and sustain an organization’s identity, image, and/or persona. Scott and Lane (2000)
situate the formation of an image, or persona, as being a strategic move to:
1. enhance [managers’] perceptions of self based on their affiliation with and leadership
role in the organization,
2. for strategic reasons (they think a particular image will benefit organizational goal
attainment), and
3. for accuracy (they believe that the image, in fact, a basis in truth and is likely to be
believed by the intended audience). (p. 48)
However, despite this form of control, leaders and managers of non-profit organizations are
aware that they are held accountable by diverse stakeholders (Tschirhart and Bielefeld, 2012, p.
9). Through a board of directors or a board of trustees, governance entails an assortment of
leadership and cognitive strategies that adhere to ethical decision making and integrity to
upholding the organization’s mission and values. Governing a board does not have to model a
top-down format/hierarchy, but rather leadership is a collaborative effort founded on strong
group dynamics, communication practices, and reflection. Rather than being a culture of yes, no,
and maybe, board members must adopt a culture of inquiry that enhances dialogue, candor,
dissent, learning, and vigilance (Trower, 2012, p. 131). This accountability creates goals and aids
in establishing operating procedures within the organization in order to meet the needs and
demands of their multiple stakeholders. Multiple stakeholders exist and their importance, or their
hierarchal level, depends on the multiple and shared exigencies the organizations have to
address.
Stakeholders can be internal or external forces; for example: internal stakeholders consist
of staff, Board Members, etc. who have managerial and/or are responsible for sustaining an
organization’s operating procedures. External stakeholders consist of funders, the communities
they serve, and other organizations (collaborators). Both types of stakeholders must interact with
one another in order for an organization to remain active and provide services to their clients.
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The terms stakeholder, client, and customer are oftentimes interchangeably used. For Drucker
(2008), primary customers are those who are directly affected/receive the services provided by
the organization. Secondary customers are the supporting customers, such as the volunteers,
members, funders, employees, etc. who act as a “reference point for critical decisions on the
organization” (Drucker, 2008, p. 22). These terms are not meant to diminish the contribution
and/or significance to the organization. For instance, the population they serve may be referred to
as a client because of the services (free and/or paid) they received from the organization.
Stakeholder outreach varies, primarily because organizations have multiple objectives,
multiple constituencies, and are under public scrutiny (Tschirhart and Bielefeld, 2012, p. 171).
This leads to organizations establishing and tailoring outreach initiatives to multiple audiences.
However, the process is not impervious to challenges because the organization must
continuously adapt to the environment (political, economic, ideological, etc.) while remaining
consistent with the organization’s mission, values, and goals. For example, group’s culture is
influenced by artifacts, espoused values, and basic underling assumptions of the group’s vision
and goals (Trower, 2012, p. 126). The mission is the driving force of an organization, and
inconsistency reduces community trust and the organization’s accountability (Tschirhart and
Bielefeld, 2012, p. 9). Similar to Tschirhart and Bielefeld and Trower (2012), Drucker (2008)
argues that a mission is short and sharply focused and an effective mission enhances
commitment and integrity. A strong mission statement “preserves the core, yet stimulates
progress” (p. 17). Similarly, Miller and Wesley (2010) note that “an organizational mission
embodies the most fundamental signs of an organization's identity and its ultimate goal—who it
will serve and how” (p. 708). An organizational identity sustains cohesion between multiple
audiences by adhering to the organization’s mission.
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Both Worth (2014) and Trower (2012) remark that setting goals, objectives, and
establishing a writing plan enhances strategic management and should continuously be evaluated
throughout the year. Organizations must define how progress and achievement are accomplished
in relation to their customers. For Drucker (2008), a successful assessment involves both
qualitative and quantitative measures in order to see what needs to be strengthened and
abandoned and what is needed for short-term accomplishments and long-term change.
Assessment contributes to implementing successful strategies. An example of an assessment
strategy is when “each organization must identify its customers, learn what they value, develop
meaningful measures, and honestly judge whether in fact lives are being changed” (Drucker,
2008, p. 51-52). Furthermore, according to Worth (2014), funders “are pleased when non-profits
can demonstrate efficiency in their operations” (p. 185). Through self-assessment and
collaboration and adherence to the organization’s mission, the building capacity of a non-profit
will increase.
One method to remain consistent with the organization’s mission, purpose, and values is
to establish and maintain a brand, or curated persona/image, that represents the organization’s
mission, values, and goals. McMillan (1987) notes that organizations, whether they are for-profit
or non-profit, embody a persona, or an organizational image, that is “created from the
accumulated symbols by which the organization represents itself” (McMillan, 1987 as cited by
Hoffman, 2010, p. 37). This persona represents both an organizational image and organizational
identity. Organizational identity, as both a process and a product, establishes an explicit
(produced by the organization) and implicit (crafted by their stakeholders) representation of the
organization. Persona, brand, organizational image, and organizational identity have been used
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interchangeably, but the purpose from all three share a basic purpose of establishing trust and a
relationship with stakeholders.
An organizational identity sustains cohesion between multiple audiences by adhering to
the organization’s mission. Drucker (2008) argues that a mission is short and sharply focused
and an effective mission enhances commitment and integrity. A strong mission statement
“preserves the core, yet stimulates progress” (p. 17). Similarly, Miller and Wesley (2010) note
that “an organizational mission embodies the most fundamental signs of an organization's
identity and its ultimate goal—who it will serve and how” (p. 708). The process of establishing a
relationship with stakeholders is often attributed to identification (i.e. tailoring content that
appeals to donors, volunteers, and clients). Additionally, an organizational identity also
contributes towards organizational culture, employee motivations, and the behavior of donors,
volunteers, etc. Kenneth Burke may have coined the term identification within the field of
rhetoric, but identification is a central staple of organizational communication. Burke’s process
of identification is an overlap between rhetorical theory and organizational communication
literature.
Identification as a rhetorical process furthers the organization’s mission, purpose, values,
goals, and advocacy efforts. Burke’s (1950) concept of identification defines, contextualizes and
assembles the ideological, social, and physical construct(s) that are used to bridge the division
and nurture a commonality between a speaker and his/her audience. The use of language and
symbols, as addressed by Burke, “persuade a man only insofar as you can talk his language by
speech, gesture, tonality, order, image, attitude, idea, identifying your ways with his” (p. 55).
From a rhetorical perspective, the speaker-audience relationship influences the perception of
language. Burke (1950) uses Aristotle’s concepts of common places and topics in order to
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emphasize how there is an appeal to universal claims that can create commonality within
discourse and groups. However, the speaker must be aware of the stylistic identifications used to
create meaning (p. 55). From an organizational context, Scott and Lane (2000) found that
stakeholders identify with the organization when there is an “overlap between their self-identity
and the cognitive image they construct of an organization” (Scott and Lane, 2000, p. 48).
Identification as a social construct is not one-sided/mutually exclusive. Rather, the complex
rhetorical situations enable identification to be established through an interplay of online and
physical spaces. The use of an organizational identity can be viewed as a marketing and branding
strategy within physical and online spaces in order to boost the organization’s social impact and
institutional ethos. For identification to occur in online and physical spaces, institutional ethos is
established collectively.
The creation and understanding of symbols is innate within language because humans
intuitively respond to symbols. Symbols, for example, can be used to achieve commonality
between a speaker and the audience (Burke, 1950, p. 33). To illustrate this point, Gries (2015)
notes that the “the rhetorical strategies and semiotic resources at work within an actualized image
influence its ability to generate collective action” (p. 57). The use of language and symbols then
establishes identification because a commonality is reached between the audience and speaker.
In addition to stakeholder outreach, identification is a pillar when developing an organizational
identity. Organizational identity theory as a self-reflective practice centralizes, makes a
distinction, and establishes multiple identities based on audience, context, and needs of the
organization (Whetten, 2006, p. 219). A misconception of using organizational identity outside
of organizational communication is that the term represents a singular identity.
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An organizational identity is a response to complex rhetorical situations, and reflects
multiple identities shaped by multiple actors in individual and collective social structures.
Furthermore, an organizational identity is formed beyond a single organization. Rather, an
organizational identity is developed as a collective effort that is influenced by multiple actors.
Internal stakeholders (i.e. board members, staff, volunteers, etc.) develop, evaluate, and maintain
an organizational culture that is tied to their mission and organizational values, which contributes
to the effectiveness of community-building outreach and the sustainability of long-term
relationships (Voss, Cable, and Voss, 2000; Worth, 2014). While I do not focus on the identity of
an individual and how they view and connect with the organizational identity of the non-profit
organization, it is worth noting that an organizational identity helps internal stakeholders (i.e.
staff and volunteers) and external stakeholders (i.e. donors, clients, etc. ) network and be more
involved when an organizational identity aligns with the values of the stakeholders. In a study of
93 non-profit theatre organizations, Voss, Cable, and Voss (2000) found that organizational
values influence human resource allocation, programmatic decision, stakeholder engagement
outreach and activities (i.e. clients outreach, fundraising initiatives, etc.). When the values of
both the organization and external constituents (i.e. clients, donors, volunteers, etc.) are
consistent and shared, a greater return is achieved by the patterns in their “relational attitudes,
relational behaviors, and relational outcomes” (p. 331). This type of stakeholder engagement
leads to “greater returns from the external constituents that share those values” (Voss, Cable, and
Voss, 2000, p. 331). Organizations with similar mission, goals, and values who serve the same,
or similar, community will have differing organizational identities. For organizational identity to
exist, identification as a central component of stakeholder outreach must remain as an active
process. As an active process, this helps create a collective memory for the organization. The
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relationship between organizational identity, rhetorical history, and collective memory indicates
that an organizational identity is co-constructed, is not mutually exclusive, and is collectively
constructed through a “communal context or a shared time and place” (p. 312). An
organizational identity is fluid, but consistency occurs in order to sustain and establish new
relationships with their multiple stakeholders.
From a rhetorical standpoint, memory and identity are intertwined and reflect the
organization’s efforts to remain consistent with their mission, goals, and values. In “ReMembering Rhetorical History as Identity Work,” Suddaby, Fodter, and Trank (2017) link
identification and the concept of memory to identity work within organizational literature. For
Suddaby, Fodter, and Trank (2017), they combine Burke’s definition of identification and Pratt’s
definition of “identification as a process” to argue how collective identity work is a process that
utilizes communication practices to reinforce and socially construct history, memory and
membership within a community (p. 297). Memory and membership are intertwined, and
identification, then, “is inherently connected to and dependent upon the strategic and creative
narrative reconstruction of history in a given community” (Suddaby, Fodter, and Trank, 2017, p.
299). This is significant because the process of creating a narrative of memory, which they refer
to as “re-membering,” is rhetorical. The reconstruction of the past is produced in the present
while simultaneously being influenced by the possibility of the future (Suddaby, Fodter, and
Trank, 2017, p. 312). This duality is what makes identification an embodied and active process
to develop and maintain a relationship, but also for social impact to occur. Similarly, Grabill
(2010) notes that “in order for members of the organization to advocate effectively and provide
the services they promise, they need to write effectively, or more properly, assemble effectively
that which they need to be persuasive” (p. 205). Identification as an active process can occur in
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multiple messages crafted by the organization in order to establish the organization’s legitimacy
to staff, funders, the communities they serve, and their overall role and impact within the nonprofit sector.
The social impact of a non-profit organization is often tied with the organization’s ability
to create a competitive advantage through a strong online presence. While a website contributes
to establishing an online presence, social network sites have risen in popularity and have become
strategic tools for an organization to establish an online presence. From connecting with friends
to networking with others, social networking sites4 have been evolving since 1997 (boyd and
Ellison, 2008, p. 213). Social networking platforms in the early 2000’s “shaped the business,
cultural, and research landscape” (boyd and Ellison, 2008, p. 215). The popularity of social
network platforms has changed over time. Twitter, Pinterest, Instagram, and LinkedIn have
grown in popularity. However, Facebook continues to reign as the top performing and used
platform (Pew Research Center, 2017).
In 2017, Pew Research Center released findings of adult social media use between 2005 –
2016. The study revealed that 7 in 10 adult Americans use social media for engagement, news,
and entertainment. In 2016, Hispanics/Latinos use of social media (74%) is higher when
compared to Caucasians (69%) and Blacks (63%). In a case study conducted by Monica
Anderson and Paul Hitlin (2016), race-related content on Twitter between a 15-month period had
an average of 2.1 million tweets per day. Out of the 995 million tweets collected, Blacks were
more likely to see race-related content than whites. The growth of the Black Lives Matter
movement offline was dependent on online conversations surrounding online conversations that
used #BlackLivesMatter as a form of social activism, solidarity, etc. (Anderson and Hitlin,
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Social networks, social networking platforms, and social media are used interchangeably throughout the chapter.
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2016). The two studies are noteworthy in that they reveal how accessibility influences userexperience. boyd and Ellison (2008) position the accessibility of social networking sites to
initially attract “homogeneous populations… so it is not uncommon to find groups using sites to
segregate themselves by nationality, age, educational level, or other factors that typically
segment society… even if that was not the intention of the designers” (p. 214). This
segmentation positions social networking sites/social media as online spaces where communities
co-exist and are consistently shaped by not only actors (such as its users), but also by the overall
network and infrastructure of the social networking sites. For example, the use of hashtags on
Twitter enables users to search topics by using the # sign. However, unless the location is
manually changed, trending topics users see are tailored to their followers, interests, and location
by an algorithm. Thus, the infrastructure of Twitter influences the type of engagement (topics) in
which the user can participate unless the user manually changes the trend settings. Changing the
settings means creating a personalized infrastructure and network by the user to meet their needs.
From the perspective of the non-profit sector, organizations create their own
infrastructure and network by strategically curating digital content. The interactions between
multiple actors reveals networks and infrastructure(s) in place. Using Grabill’s (2007) definition
of infrastructure, an infrastructure represents how the “technological, cultural, social, and
rhetorical [are] inseparable” (Grabill, 2007, p. 91). An infrastructure contains multiple networks
and vice versa, which situates an organizational identity as a rhetorical hub. Cultural identity
markers, then, act as rhetorical statements that reflect an organization’s intercultural
communication practices. Grabill (2010) Higgins, Long, and Flower (2006) attribute
intercultural inquiry as a collaborative, problem-solving, and meaning-making activity. As a
meaning-making activity, difference is viewed as an asset for “…constructing more grounded
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and actionable understandings” (Flower, 2003, p. 40). Difference, then, is not viewed as an
attempt to unify a community, but rather foster an awareness of a group’s connections and
differences (Higgins, Long, Flower, 2000). While the focus of my dissertation is not intercultural
inquiry, ignoring the effects intercultural inquiry has on public writing would mean alienating
one of several transformations that occur when developing and sustaining an organizational
identity.
Social media platforms contribute to community-building initiatives that help sustain a
network. As part of a network governance, an organizational identity serves as a road map for
stakeholder outreach (i.e. identifying and communicating with potential stakeholders) and for
assembling and sustaining communication networks (i.e. in-house operations). In Governing by
Network, Eggers and Goldsmith (2004), they situate an organization’s mission as a starting point
for the organization to use to achieve goals, manage an organization, and establish a network.
Multiple networks exist within an organization. From communication channels, digital
connections, and coordinated activities with other organizations, networks sustain the visibility
and day-to-day operations of the organization in both online and physical spaces. Network
integration is not solely attributed to the use of technology or creating virtual communities that
surpass organizational boundaries. In addition to establishing networks that contribute to the
sustainability of the organization’s day-to-day operations, a network also “requires addressing
people issue, examining processes, aligning values, and building trust” (Eggers and Goldsmith,
2004, p. 93). Partnerships with multiple stakeholders reinforces the network, portrays the
organization as being trustworthy, and contributes to knowledge-sharing (explicit and tacit) by
the organization. A knowledge-sharing network requires an infrastructure of constant activity in
order for knowledge to continue to be circulated (Eggers and Goldsmith, 2004, p. 109). Non-
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profit organizations use social media platforms like Facebook and Twitter for “informationsharing and dialogic relationship-building” (Lovejoy and Saxton, 2012, p. 339), and “the
overwhelming majority of organizations [use] dialogue, community-building, and promotion and
mobilization in their microblogging efforts” (Lovejoy and Saxton, 2012, p. 349). In a study of
the use of microblogging platforms by non-profit organizations, Lovejoy and Saxton (2012)
found that content on Twitter by 73 non-profit organizations had 58.6% of tweets pertain to
information (content about the organization), 25.8% to community (giving recognition and
thanks, acknowledgement of current and local events, and responses to reply messages and
solicitation), and 15.6% of tweets pertained to action (promoting an event, donation solicitations,
sales, calls for volunteers and employees, lobbying and advocacy, and appeal to join another site
or vote for organization, and about learning how to help) (p. 342). The information-communityaction model represents a ladder for non-profit organizations to use in order to maximize their
community-building incentives.
Despite the increase in how non-profits interact with their stakeholders, Lovejoy and
Saxton (2012) note that non-profit organizations do not fully capitalize on the communitybuilding of Twitter and instead use Twitter as an extension of their website. The website is the
organization’s public face, but the built-in interactivity of microblogging platforms like Twitter
and Facebook encourage community-building. Lovejoy and Saxton’s (2012) is noteworthy
because their study adds to the call for additional research to be completed on user-experience by
non-profit organizations when using social media platforms. The use of social media platforms
is tied to the organization’s marketing and branding strategies since digital content must be
consistent and reflect the organization’s mission, values, and goals. The marketing process
“…begins with defining the target audience and gaining understanding of its members’ values,
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needs, and wants … Moreover, the ultimate goal is not persuasion in and of itself, but rather
action by members of the target audience” (Worth, 2014, p. 243). Branding and marketing are at
the forefront for developing and sustaining an organizational identity, but the collective efforts to
maintain an organizational identity is social and requires constant activity between the
organization and their multiple stakeholders.

2.2 Organizational Identity as a Rhetorical Statement and Act
As a rhetorical statement and act, an organizational identity reflects the formation of a
community by multiple actors. Long (2009) describes a community as “symbolic constructs
enacted in time and space around shared exigencies—in other words, local publics” (p. 15). The
shared and competing exigencies then indicate that multiple publics within a single organization
exist. For a public to exist, the notion of who and how a public is defined must be challenged
because questioning who and how publics are defined enables rhetoricians to view publics as
being performative and negotiated within and by different groups. Assembling a public means
defining a group, or in the case of Latour, a thing. Grabill (2010) uses Latour’s concept of a thing
and Actor-Network Theory (ANT) to visualize the assembling of a public as a rhetorical practice
because it requires invention and distribution, or re-assembling, of a “thing”(p. 199). A “thing”
can be a public group, activity, or “the issue – the matter of concern – that brings people together
and also the assembly itself” (Grabill, 2010, p. 199). Similarly, Ryder (2011) notes:
The rhetorical task of public formation is to convince people that they are capable of
making change. Non-elitist public agency insists on the interdependence of the public;
public rhetoric orients people toward each other to gain this agency, and it shapes their
interactions so that they recognize not only their own personal power, but the power that
comes from being a part of a group that is bigger than they are, which includes people
they know and people they don’t. (p. 218)
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To trace how a public is transformed, ANT can be used as a guiding framework to view how
multiple actors negotiate and shape a public. An ANT lens aids in localizing the actors that
generate rhetorical statements. The rhetorical statements contribute to the assembling of a public
because they represent active transformations. The use of ANT within rhetorical scholarship is
significant, in part because rhetoric is viewed as both the “thing” and the process towards
creating connections. For Latour (2005), a public is not created or formed, but is assembled. This
contrasts with McMillan’s (1987) and Scott and Lane (2000) view as being a deliberate action
from an organization’s managers, and how Silliance and Brown (2008) describe organizational
identities as being “… phenomenological, socially constructed, rhetorical constructs, concerned
with what organizations stand for and what senior managers want them to become.” However,
the underlying similarity between these scholars is that a network exists in order for the
assembling to happen. For a network to exist, multiple actors must actively engage with each
other in order to sustain the “social” within a network. The social within a network is a key
theme within scholarship dealing with public rhetorics and public writing.
Latour (2005) contests the commonalities and differences between a network and a
social. A network is a process, a concept, one that is constantly being translated and transformed
by both human and non-human actors (p. 131). The social within a network is not “… a special
domain, a specific realm, or a particular sort of thing, but only as a very peculiar movement of
re-association and reassembling” (Latour, 2005, p. 7). Through an ANT lens, the constant
activity reveals an organizational identity as a rhetorical process and a rhetorical statement that is
continuously being assembled and transformed. An organizational identity as a rhetorical
statement and act stems from the transformation of a non-profit as a public due to the
collaborative human and non-human agents. To further this point, Potts and Jones (2011) state:
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Actor networks help stabilize information and context because they support the
persistence of movement by allowing the network to reconfigure itself on the fly. The
actor, whether human or nonhuman, may have a specific goal, intention, skill, or purpose,
all of which can be reshaped and repurposed (or in some cases, jettisoned). (p. 341)
Rhetorical statements reflect the movement within the transformation process. While localizing
content within different publics is not rigid and/or can be replicated, rhetorical statements
contribute to the assembling and re-assembling of a public because they serve as vehicles that
lead towards transformation, or as Latour states, translation of mediators. If a transformation, or
a translation, does not occur, then the network lacks movement. A networked community is
reliant on movements. Therefore, movement is used as “… a method for increasing the visibility
and organization of information” (Potts and Jones, 2011, p. 356). The lack of movement
indicates a lack of a sustainable network. From an organizational perspective, inactivity within
an organization weakens the organization’s overall networks and infrastructure, in part because
rhetorical statements are the driving force within an organization’s stakeholder outreach.
Visuals, or symbols, create various associations/rhetorical contributions. In particular, an
image “becomes rhetorical with time and space as it participates in a distributed dance of agency
with other entities” (Gries, 2015, p. 57). For Grabill (2010), the responsibility of the rhetorician
is to both understand and create associations (p. 195). The process of assembling a public and
supporting performances are two key factors towards examining how the work of rhetoric
enables the work of others outside of academia (Grabill, 2010, p. 193). Both Ryder (2011) and
Grabill (2010) use different terminology to describe the process towards forming and
transforming a public, but, ultimately, both situate the rhetor as using rhetoric to create
knowledge work and enact change. The process, then, situates the rhetorical outcomes of
knowledge work as relying on performance and the group’s ability “… to form and effectively
assemble the infrastructure necessary to do the work of rhetoric” (Grabill, 2010, p. 205).
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While attention to infrastructure provides closer examination of what creates movement within a
space, infrastructures also identify when movement occurs and how persuasive discourse is
created. Identifying how and who defines a public enables the rhetor to trace the associations that
lead to transforming a public. For example, publics such as towns or cities develop an argument
to generate a rhetorical statement about the group (Joliffe, 2010, p. 268).
The rhetorical statements, which include official (produced by the city) and unofficial
(written about the city) documents, are representative of how a community, or public, is
transformed through multiple mediums and actors. From an Aristotelian perspective, a rhetorical
statement can be crafted by a town or city similar to how visuals and text establish an argument,
incorporate data, and make a claim. A rhetorical statement also embodies how stylistic choices
such as diction, syntax, and “imagistic and figurative language” contribute to the author’s
credibility and ability to persuade an audience. Regardless of the medium, unofficial and official
artifacts of public writing make statements about the community (Joliffe, 2010, p. 268).
Official documents such as websites or content created and distributed by the city
establish a curated image as means to establish ethos and connect with their audience. Unofficial
documents, such as publications (newspaper articles, blogs, etc.) written about a city are added to
the rhetorical statements about the city. In “The Community Literacy Advocacy Project: Civic
Revival through Rhetorical Activity in Rural Arkansas,” Joliffe (2010) observed the literacy
practices of a literacy program. Joliffe used Long’s tenants for a local public framework (guiding
metaphor, context, tenors of discourse, literacy, and rhetorical invention) to analyze the
rhetorical work of the August Community Literacy Advocacy Project. In Augusta, Arkansas, the
collaborative community literacy program between the White River Rural Health Center and the
University of Arkansas sought to increase literacy rates by emphasizing the need and providing
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resources (workshops, events, etc.) for parents to develop and sustain productive literacy
environments within their households. The program’s asset-based approach fostered a positive
approach/environment as means to boost literacy rates, and their approach revealed how using
terms like advocacy, celebration, and opportunity with a positive mindset publicized a “re-birth”
served as guiding metaphors to support school-based literacies. The focus of the program’s
agenda was to start building youth’s literacy skills as means to increase college enrollment and
attendance, and the ability to transfer literacy skills to the workforce. The results of the collective
action caused by the rhetorical statements would revitalize community and economic growth.
(Joliffe, 2010, p. 274). I use Joliffe’s study to frame an organizational identity as a rhetorical
statement generated by the organization’s public (collective) writing. In Writing Community
Change: Designing Technologies for Citizen Action, Grabill (2007) argues that “rhetorical
practice is fundamentally a function of organizations, not individuals” (p. 115). By shifting the
focus to how groups/organizations perform rhetorically, Grabill (2007) uses invention and
infrastructure to frame the relationship between writing and technologies. By focusing on these
two concepts, Grabill (2007) critiques what constitutes as writing, or knowledge work, by a
group/organization. Joliffe’s argument about rhetorical statements and Grabill’s work on an
organization’s inventional practices are important points when looking at rhetoric as a discursive
and material practice.

2.3 Developing and Sustaining an Ecology Through an Organizational Identity
I combine the definitions and applications of a materialist rhetorical approach by Blair
(1999), Dickson (1999), and Gries (2015) to position organizational identity as both a discursive
and material practice. An organizational identity, as I have argued in this chapter, is rhetorically
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constructed by human and non-human agents. An organizational identity is an anchor that can be
used to identify actors that contribute to the development and sustainability of an ecology. Blair
(1999) critiques how the material or real have been viewed as an extension of a rhetorical context
“rather than of the text itself” (p. 16). The symbolic representation of rhetoric is common, as is
evident throughout this chapter, but the material practice of rhetoric is as equally important.
Images on a website have a rhetorical goal by the organization, but social media contributes to
the transformation of images as they continue to circulate. To further this point, Blair (1999)
adds, “rhetoric has material force beyond the goals, intensions, and motivations of its producers,
and it is our responsibility as rhetoricians not just to acknowledge that, but to try to understand”
(p. 22). This resonates with Dickson’s definition of rhetoric’s materiality. Dickson (1999)
defines material rhetoric as “a mode of interpretation that takes as its objects of study the
significations of material things and corporal entities—objects that signify not through language
but through their spatial organization, mobility, mass, utility, orality, and tactility” (p. 297).
Rhetoric as a discursive and material practice documents and visualizes the actors of a collective
activity. Collective activities are comprised of a multiplicity of actors, which, as Gries and
Grabill have mentioned, the sheer number are impossible to map out. Gries (2017) states:
In any collective activity, the involved actants have varying degrees of power that are
difficult to fully disclose. But from a new materialist rhetorical perspective, our job as
scholars is to create symmetrical accounts that help identify the assemblage of entities
that come together in any given activity to incite and carry out rhetorical action.
I argue that an organizational identity is evidence of a collective activity that can be used to track
and gain a deeper understanding of “how a variety of heterogenous entities intra-act to
accomplish specific rhetorical goals” (Gries, 2017). These heterogenous entities are tied to not
only what is produced, but the consequences and partisanships that result from the texts. When
we focus on “how texts are taken up by and inscribed on human bodies that inhabit a web of

33

cultural relationships,” we are able to gain a deeper understanding of how images and text gain
agency and are circulated (Dickson, 1999, p. 298). Organizations may not use the same images
in their social media accounts and websites, but they share similarities in using human bodies to
appeal, or reflect, a much larger narrative.
An organization’s public writing reflects the product of collective action, but also the
contributions to collective life. For organizations working with marginalized groups, the
incentives are much higher because an organization’s public writing is connected to the
rhetorical body of Hispanic/Latino communities through the use of cultural associations (i.e.
cultural icons, visuals, etc.). Visuals about Hispanics/Latino communities acquire power and
contribute to a larger narrative of not only the organization’s impact, but also of the
Hispanic/Latino non-profit sector as a rhetorical body. This is done by the accumulation of
images of Hispanic/Latino communities by the organization and outside of the organization’s
reach taking a collective life of its own, which then transforms and creates and recreates the
Hispanic/Latino image and sustains a knowledge-sharing network. The Hispanic/Latino image
becomes the materialist approach to sustaining an organizational identity.
The distinct attributes of an organizational identity situate an organizational identity as an
anchor that can be used to document and visualize the transformations by focusing on cultural
associations as both a discursive and material practice. For example, cultural associations within
an organizational identity can be used as a lens to trace the transformations that lead towards
developing and sustaining the organizational identity within spatial histories. This leads to my
next argument where an organizational identity represents an ecology. By using an ecological
approach, scholars like Rice (2012) and Sackey and DeVoss (2012) critique textual analysis as
being narrow because a textual analysis limits the activity that influences the transformations.
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Studying the space in which writing occurs is not solely textual. Ecological methodologies focus
on the multiple layers, transformations, and practices of human and non-human agents within
spatial histories (Gries, 2015; Rice, 2012; Rivers, 2012; Sackey and DeVoss, 2012).
Sackey and DeVoss (2012) and Rivers (2012) argue that an ecological model provides the
opportunity to view the different activity and processes by human and non-human actors that
impact rhetoric in action. The collective actions that lead towards developing as a rhetorical body
is based on rhetoric being a discursive and material practice.
Understanding the literature in this chapter contributes to my overall purpose of situating
rhetoric as the thread and vehicle of transformation used to establish an organizational identity.
By focusing on the cultural associations that impact an organizational identity, I am able to focus
on how Hispanic/Latino non-profit sector functions as a rhetorical body. For the Hispanic/Latino
non-profit sector to function as a rhetorical body, organizational identities of multiple
Hispanic/Latino organizations must continuously be shaped by the organization and the
environment in which the organization operates. In the next chapter, I provide the methodology
used to trace the cultural associations produced by three Hispanic/Latino non-profit
organizations’ public writing.
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CHAPTER 3: METHODOLOGY
In this chapter, I explain the methodology that was used to examine how an
organizational identity is rhetorically constructed by Hispanics in Philanthropy (HIP), Latinitas,
and Latinos in Tech and Social Media (LATISM). To reiterate, the purpose of the dissertation is
not to advocate for an individual or collective identity for each organization. Rather, the goal is
to focus on who and what influences the development and sustainability of an organization. In
3.1 I review the subject participation criteria, followed by the research timeline in 3.2. Then, in
3.3 and 3.4, I address the interview process and questions. In Sections 3.5 and 3.6, I explain the
content collection strategies that were used to obtain content from the websites and social media
accounts (Twitter and Facebook) of each organization. In Sections 3.7 and 3.8, I describe the
coding process. Finally, I end the chapter with the research limitations in Section 3.8.

3.1 Selecting Hispanic/Latino Non-profit organizations
Originally, I selected ten Hispanic/Latino nonprofit organizations based on the following criteria:
● Identify as a Hispanic/Latino based organization;
● Predominantly serve Hispanic/Latino communities;
● Use the Hispanic/Latino identity label and/or cultural identity marker within the nonprofit organization’s name and/or website;
● Exhibit a strong online or physical presence in their website and/or social media accounts
(Twitter and Facebook);
● Demonstrate extensive networking within the Hispanic/Latino non-profit sector.
Then, I narrowed down the organizations to five, but only three agreed to participate in the study:
Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media.
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Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media were selected due to
meeting the aforementioned criteria. While there is a surplus of Hispanic/Latino based non-profit
organizations to choose from, these three Hispanic/Latino nonprofit organizations represent the
diverse scope of the Hispanic/Latino non-profit sector. For example:
•

Hispanics in Philanthropy – Main focus is on philanthropic efforts and generates millions
of dollars in funding for Hispanic/Latino non-profit organizations. Unlike other nonprofit organizations, their focus is more on crowdfunding.

•

Latinitas – Focus on gender and cultural associations to empower Latina youth within
their online magazine.

•

Latinos in Tech and Social Media – Self-identifies and promotes itself as being a nontraditional, pioneering organization whose advocacy work and presence is predominantly
online.

Each organization’s focus provided access to different stakeholders within the Hispanic/Latino
non-profit sector. The next section details the research timeline after the selection of the
organizations was finalized.

3.2 Research Timeline
After receiving IRB exemption on February 2017, I began the interview selection process
and collecting data. The data collection process began on April 1, 2017 and ended on December
31, 2017. Only publicly accessible content from each organization was collected (i.e. screenshot)
and stored in an external hard drive. For the interviews, the semi-structured interview questions
were modified by the findings from an inductive analysis of data collected between April 1, 2017
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until the interviewee, referred to as a subject participant, scheduled the interview (October 2017).
Content from each organization’s website and social media accounts were observed 1-2 times a
week and observational notes were taken. Content collected from the social media accounts
(Twitter and Facebook) differed due to periods of inactivity. Therefore, content collected from
the social media accounts did not have a minimum or maximum number. A specific tag from
Hispanic in Philanthropy’s and Latinitas’ social media accounts (Twitter and Facebook) were not
tracked. Due to the dynamic nature of #LATISM being a major tool and association to Latinos in
Tech and Social Media, I tracked the #LATISM tag from April 1, 2017 – December 31, 2017. In
order to remain consistent with the collection period with all three organizations, I chose April 1
– December 31, 2017 in order to provide a variety of content during different times of the year
(Spring, Summer, and Fall). Personal social media accounts from the subject participants and
their stakeholders were not monitored.

3.3 Selecting and Requesting Interviews
Three interviews (one per organization) were conducted to triangulate data on the
emerging patterns found within the subject participant’s website and social media accounts
(Twitter and Facebook). By bringing their voice into a study about Hispanic/Latino non-profit
organizations, I am adding to how the “elicited and shared, local knowledge informs
participants’ realistic representations of complex social issues” (Long, 2009, p. 14). The
development of a criteria for being interviewed was influenced by Hartelius’ and Browning’s
(2008) analysis of rhetoric in organizational communication. They make a connection between
managers and rhetorics due to being the main leadership positions when applying rhetoric to
shape an organizational identity and image. Since the research questions center on the
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organization’s communication practices, I compiled a list of key stakeholders that have
managerial access to the organization’s website and/or social media account and/or is responsible
for approving marketing and branding content. This included Chief Operating Officers,
Executive Directors, Board of Directors, Public Relations Director, Program and Marketing
Director, Social Media Coordinators, and Director of Communications. I composed a list of five
potential subject participants per organization. The five potential subject participants were
prioritized based on accessibility, knowledge, and experience with curating online content for the
organization. A total of three individuals (one per organization) were contacted via e-mail to
schedule a phone interview interview. The Director of Communications from Hispanics in
Philanthropy, the Chief Operating Officer of Latinitas, and Latinos in Tech and Social MediaDC Director from Latinos in Tech and Social Media agreed to participate in the study in October
2017.

3.4 Interview Process and Questions
I used the dissertation’s research questions as a framework when structuring interview
questions in order to explore the rhetorical process that occurs when developing and sustaining
an organizational identity. I reduced academic jargon within the interview questions to avoid
miscommunication/misinterpretation of the question. Prior to requesting an interview, I precoded content from the organization’s website and social media accounts (Twitter and
Facebook). Pre-coding content were mostly observational notes from the organization’s website
and recent social media activity. The observational notes were used to supplement the interview
questions. Each subject participant was e-mailed a formal interview inquiry explaining the
purpose of the study and interview process. Once accepted, I e-mailed the participant the IRB
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consent form as a PDF file for the participant to electronically sign, and set-up a date and time to
complete the interview via a phone conference. The interviews lasted between 30 – 40 minutes
each, were recorded using the Voice Recorder & Audio Editor on iPad, and transcribed within 24
hours using OTranscribe. The semi-structured interview questions are listed below and in
Appendix A, and the modified questions are listed in Appendix B:
1. Please describe the Hispanic/Latino non-profit sector.
2. How do you network (online and face-to-face) with other Hispanic/Latino nonprofit
organizations?
3. How do your mission, purpose, and/or values differ from other Hispanic/Latino
organizations?
4. How do you connect with the Hispanic/Latino community (organizations, individuals,
etc.)?
5. Do ethnic, racial, and/or cultural traits play a role in the development of online content
and image of the organization? If so, how? If not, why not?
6. Do you use the LATISM hashtag to promote content, generate discussion, connect, etc.?
Why or why not?
7. What identity label (Hispanic, Latino, Latinx, etc.) best represents the organization?
Why?
8. How do you create content to reflect the identity label you selected?
9. Please share any additional comments about the community you serve, content that best
represents the organization, etc.
Follow-up interviews were not scheduled/completed during this study. However, additional data
from the organization’s website and/or social media accounts (Twitter and Facebook) were
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collected in order to triangulate additional content mentioned in the interview. The next section
describes the data gathering process for each organization’s website.
3.5 Collecting Content from the Website
I chose to collect content from the website because the website is an organization’s main
method of communication with multiple audiences. Furthermore, the website is a curated,
rhetorically constructed image by the organization.5 When collecting content from the website, I
focused on the homepage/landing page, about us, and membership sections to remain consistent
and obtain the mission, goals, and values as stated by each organization. Additional content that
supplemented the research questions was collected (i.e. blogs, news clippings, etc.). Latinitas
combines their website with the magazine, so the website and magazine are interchangeably used
throughout the dissertation. In the next section I address the data gathering strategies for the
social media accounts (Twitter and Facebook).

3.6 Collecting Content from Social Media Accounts (Twitter and Facebook)
I chose to include social media platforms because the use of social media platforms
enables users to produce their own content while engaging with their audience (Worth, 2017, p.
276). Each organization has more than one social media account due to geographical locations
(i.e. Latinitas has three Facebook accounts). To maintain consistency with social media
platforms, I chose Twitter and Facebook because all three organizations used these two
platforms. As I mentioned earlier, I did not track or collect hashtags from each organization with
the exception of #LATISM. Since Latinos in Tech and Social Media is predominantly an online

5

The website for Latinitas was updated and remodeled in January 2018. Therefore, the data collected and analyzed
in this dissertation study reflects content from their previous website.
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organization, I chose #LATISM because it is heavily promoted by the organization. I used a
Twitter Archiving Google Sheet (TAGS) from https://tags.hawksey.info/ the hashtag #LATISM
from April 1, 2017 – December 31, 2017. TAGS is a free Google Sheet template which allows
users to setup and run automated collection of public and existing search results from Twitter.
TAGS collected the total number of users and times #LATISM was used by any Twitter user
with a public account. A total of 18,280 tweets were obtained during this collection period,
which led to the development of three Twitter archives, which I address in detail in Section 3.8
of this chapter. In the next section, I illustrate the coding methods used for the interviews and
social media accounts (Twitter and Facebook).

3.7 Coding Content from the Interviews, Website, and Social Media Accounts (Twitter and
Facebook)
In order to identify the elements of an organizational identity by Hispanic/Latino nonprofit organizations, I used Lovejoy and Sexton’s (2012) model as a framework when coding the
interviews and each organization’s website and social media accounts (Twitter and Facebook).
Their model (information, community, and action) is frequently used when analyzing an
organization’s social media content. Furthermore, their model (information, community, and
action) provided the first initial structure for categorizing descriptive codes and allowed me to
organize the themes and patterns. During this process, I identified the cultural associations (i.e.
visuals, statements, etc.) and strategies that fell under information, community, and action
categories. Then, I combined similar qualities from all three organizations in order to examine
how their strategies function as a knowledge-sharing network within the Hispanic/Latino nonprofit sector.
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Table 1 Elements of an Organizational Identity

Mission and
Purpose
Code-meshing
(English and
Spanish)
Code-switching
(English and
Spanish)
Portrayal of
youth to
maximize impact
Client photos
Positive impact

Partnership

Funding
Diversity

Advocacy
Advocate (verb/noun)

Advocacy work

Philanthropy

Connecting/establishing Engagement to
connections
Hispanics/Latinos

Connections with
community

Unity

Geographic location

Networks
Online influencers
Online communities

Competition
Defining Latinos
Response to
Fundraising levels
Hispanic and
Latino needs
Social media use/ Local partnerships
Online presence

Hispanic/Latino
community
statistics
Membership based
organizations
Funders
Traditional
nonprofits
Increase awareness
Lack of
representation
Donors
Networking events
National
partnerships

African Hispanic, Afro
Latinas, Black-Brown
community
Campaigns
Hispanic/Latino
content/news
Political support
Connecting with youth
Relevancy
Partnerships with
Hispanic/Latino nonprofit organizations
Blogging

Growth of
Hispanic/Latino
communities
Social revolution

Representation (culture
and gender)

Collaboration

Organizing in virtual
spaces

Authentic voice

Communitybuilding

Cultural identity
labels (Hispanic,
Latino, Latinx)
Visuals –
positive
representation of
Hispanic/Latino
communities

Visual representation
(diversity)

Emphasis on
Hispanic/Latino
content creators
Acknowledgment/
promotion of events
from other
organizations

Empowerment of
Hispanic/Latino
communities
Emphasis on
Hispanic/Latino voices
and experiences
Lobbying for campaigns

Positive impact

In the next cycle of coding, I narrowed down and combined the descriptive codes from
Table 1 in order to reduce repetition. The descriptive codes in Table 1 are not in particular order
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and were identified based on recurring themes and patterns in the interviews, websites, and social
media accounts (Twitter and Facebook) shared by all three organizations. By grouping the
descriptive codes, I was able to identify the sixteen content management strategies in Table 2.
Table 2 Content Management Strategies

Code-meshing (English and Spanish)
Code-meshing (English and Spanish)
Cultural identity labels (Hispanic, Latino, Latinx)
Engagement to Hispanics/Latinos

Community-building tied to mission and
purpose
Empowerment of Hispanic/Latino
communities
Emphasis on Hispanic/Latino content
creators
Emphasis on Hispanic/Latino voices and
experiences
Visuals – positive representation of
Hispanic/Latino communities
Growth of Hispanic/Latino communities

Hispanic/Latino community statistics
African Hispanic, Afro Latinas, Black-Brown
community
Response to Hispanic/Latino needs

Representation (culture and gender)

Visual representation (diversity)

Connecting with youth

Using content from Table 2, the data underwent a final coding process in order to
identifying the rhetorical process of developing and sustaining an organizational identity. This
led to listing representation, identification, and networking as the foundation of their content
management strategies and use of cultural associations. In Table 3, I provide an overview of the
shared content management strategies and cultural associations used by each organization. Even
though the descriptive codes in this chapter consolidate the content from the organizations, an
individual analysis of each organization’s content management strategies and their role in
Hispanic/Latino non-profit sector is provided in Chapter 4 – Findings and Analysis.
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Table 3 Content Management Strategies and Cultural Associations

Representation, Identification, and Networking
Code-meshing (English and Spanish)
Code-switching (English and Spanish)
Cultural identity labels (Hispanic, Latino, Latinx)
Community-building/Engagement to Hispanics/Latinos through mission and purpose
Hispanic/Latino community statistics
Diversity and inclusion of African Hispanic, Afro Latinas, Black-Brown community
Emphasis on Hispanic/Latino content creators, voices, and experiences to establish
community building, growth, and empowerment of Hispanic/Latino individuals and
communities
Visual representation to connect with community (diversity, gender, cultural, positive, and
response to Hispanic/Latino needs)
Social media content (Twitter and Facebook) collected from Latinos in Tech and Social Media
were included during this coding process, but did not include how other users in the TAGS
worksheet used #LATISM . The coding process for #LATISM differed because coding for
#LATISM was not included during this round of coding due to the quantity of tweets collected.
If the tweets were to be included, data from Latinos in Tech and Social Media would
overshadow data from Hispanics in Philanthropy and Latinitas. The coding process for
#LATISM is explained in the ensuing section.

3.8 Coding for #LATISM
Due to the dynamic nature of #LATISM and number of tweets, there were different
stages of coding. A total of 18,280 tweets were obtained from an assortment of users (personal
accounts, corporations, non-profits, etc.). Using MaxQDA software, I created three different
Tweet archives. The first archive contained the total number of tweets collected (18,280 tweets),
the second archive contained Tweets produced by the @LATISM twitter accounts (992 tweets),
and the third archive contains content from the @LATISM twitter account that was produced
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organically by the organization (i.e. re-tweets were deleted) (395 tweets). Creating three separate
archives led to making the coding process manageable and more focused. The next section
provides the coding process of each archive.
The First Archive:
During the first coding session, I randomized 2,000 tweets and modified Lovejoy and
Saxton’s model by combining Information and Community because of the high similarities
between both. Table 4 and Table 5 list the descriptive codes obtained from the 2,000 tweets.
Table 4 Descriptive Codes: Action

Action
#puertorico
Donald Trump

#TNTweeters
#Immigration

#POTUS
#Trump
#immigrants #Adaywithoutimmigrants

#immigrants
Citizenship
#NiUnoMas
#undocumented
#Venezuela

Indigenous
destroying
families
#BorderPatrol
#ElSalvador
#Not1More
Education
#SOSVenezuela

SB54
#TPS
#inmigracion
#DACA
mentor

#asylum
#HeretoStay
inmigración
inmigrantes
#DreamAct

#Immigrationreform
#deportations
#NoBanNoWall
Cuban immigrants
#DreamActNow

#vayamosjuntos

te invita

#NTPM

#UniteBlue

#SaludTuesday

@HACUNews

@Librotraficante #LatinaVIDA

Job opening

@Latinonetworks

@LATISM

@BeHIPGive

#latinosgive

#HIPGive

#GivingTuesday

@Hispanicize

#juntossomonsi
mparables

Congressional
Hispanic
Caucus

Hispanic
consumers

#LatinaEqualPay

@LatinosMatter

#NetNeutrality
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Table 5 Descriptive Codes: Community and Identification

Community and Identification
Adelante!
Support
entrepreneur
#Latinovote
#STEM
#culture

Help/ayuda
#votoLatino
Latinas

Stories
#BLM
Latino

#Latinaleader
Police Violence
#Latnx

#Latinx

Mexico

#LATAM

Paraguay

Centroamericanos

Latino music

Nuyoricans

Latino/a

Hispanics

Latino history
Cubans
#spanish
#migente
Representation
#Pew

Experiencia
Latin America
Honduras
Diversity
@pixarcoco
resources

Family
Bilingüe
Latinas
#diversityintech
#Coco
#dreamers

Arizona

#LATism

LATISM 2016

California
Migration

#LatinaLeader
Mexico border

#tcot
Texas

#ethnicstudies
Racism

#LatinoTwitter
Alt-right

#population
White
supremacy

Mexican-American
heritage
#USLatino Mexican American
Latino
Multicultural
#espanol
#hispanicmarketing
Noticias
#latinablogger
#economy #diadelosmuertos
MAS
Mexican American
Studies
#LATISM1 #MillenialLatinos
4 Report
Católica
Latino players
#latinamo
#PhillyLatino
m
ACLU
Speak American/English

I reduced the total number of descriptive codes from Table 4 and Table 5 during the second
round of coding by combining and structuring each section based on similarities and goals. Table
6 lists the reduced content led to separating networking because the content was more structured
than the previous round of coding. I kept Spanish and English translations of the same content to
demonstrate the use of language within the tweets. I also used # and @ when users used them.
While coding more than 2,000 tweets would have procured more data, coding more than 2,000
tweets would have pulled focus from the other data collected by organizations. Content
collected and coded from #LATISM demonstrate how Latinos in Tech and Social Media
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Table 6 Networking, Identification, and Representation

Networking
#puertorico
@BeHIPGive
@Librotraficante
@Hispanicize
Help
#vayamosjuntos

#puertoricorelief
mentor
@LATISM
#tcot
#vayamosjunots
#latinosgive

#TNTweeters
#HIPGive
@HACUNews
Job opening
#SOSVenezuela
te invita

#SaludTuesday
#GivingTuesday
ACLU
LATISM 2016
#hispanicmarketing

Identification
Resources
#HeretoStay
#NoBanNoWall
#NiUnoMas
#Not1More
Multicultural
#USLatino

#DreamActNow
#Dreamers
inmigración
#LatinoTwitter
#MillenialLatinos
Hispanics
#espanol

#BLM
#culture
#USLatino
Latinas
Latinos
Bilingüe
#Latinx

Latina
Latino
Mexico
#LATAM
Centroamericanos
#spanish
Latino/a

Experiencia

#migente

Family

Latin America

Representation
#inmigracion

#TPS

#Immigrationreform

Diversity
#dreamers
#deportations
#Immigration
destroying families

#undocumented
#LatinaLeader
#immigrants
#LatinaEqualPay
inmigrantes

Speak American/English
#MillenialLatinos
#Adaywithoutimmigrants
Mexican American Studies
#undocumented

The next section provides the coding process for the second and third archives.
Second Archive
The first archive was coded prior to collecting content from #LATISM in order to contextualize
the actor-networks that influence the sustainability of #LATISM. The second archive contained
994 tweets from @LATISM (the organization’s main Twitter account) and three additional
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chapters from the organization (DC, Dallas, and South Florida6). Table 7 provides the total
number of tweets from each LATISM Twitter account that posted during the collection period.
Additional tweets from each organization were not collected. I did not code Table 7 in order to
only focus on content created by the main Latinos in Tech and Social Media Twitter account
(@LATISM) without the RTs. This positions the content from the organization as being more
authentic and curated by them.
Table 7 Latinos in Tech and Social Media Twitter Accounts

Account
LATISM
LATISM_DC
Latism_DAL
Latism_SFL

No.
890
79
212
2

Third Archive
For the third archive, I use the content management strategies listed in Table 3 to code 395
tweets. Table 8 provides an overview of the common statements and topics found within the 395
tweets. The 395 tweets reflect organically curated content (i.e. retweets were deleted) by
@LATISM.
Table 8 Common words

Community

Latino community

Bilinguals

Gracias
Amigo
Amiga
Bienvenida!
Culture
Hispanics

Resources
Twitter chat
#LatinoSummit
#Latina
Latinapreneur
#Latinas

¡Presente!
Reach unserved communities
#Immigration
#DefendDACA
#Dreamer
#SaludTue

These topics are only a small sample of @LATISM, and an analysis of #LATISM as a virtual
6

Each chapter is associated with the organization, but configure the acronmy differently on Twitter (i.e. lower-case
vs upper-case).
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community and the significance of cultural associations used by the organization through Tweets
is provided in Chapter 4- Findings and Analysis. The content management strategies and
descriptive codes listed in this chapter led to the development of two models for situating an
organizational identity as a rhetorical process and product. The first model represents the
Hispanic/Latino non-profit sector as an ecology, and the second reflects the transformations that
occur when forming and sustaining an organizational identity. Before I explain the models in
Chapter 4- Findings and Analysis, I must address the research limitations of this study.

3.9 Research Limitations
I acknowledge that being a Hispanic/Latino, attending the Latinos in Tech and Social
Media Conference, and working with Latinitas developed insider knowledge that translated to a
privilege when accessing and coding data (i.e. being fluent in Spanish led to incorporating data).
To reiterate, the scope of this study is not to provide recommendations for a non-profit
organization or to advocate for a specific identity label or content management strategy. While I
do not provide recommendations for non-profit organizations, recommendations on how to
improve this study are given in Chapter 5 – Conclusion and Recommendations for Future
Research. The limitations of this study are listed below:
•

Sample size: The current sample size only focuses on the lead actors that approve and
develop content for the website and social media accounts and/or are more familiar with
the organization’s communication strategies. Only focusing on one organization provides
an in-depth look of the actors assembling and reassembling a public, but also alienates
the contributions of other groups and the larger discourse in which the organization
operates. In order to not alienate other groups that participate in the larger discourse of
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the organization, I selected three organizations and kept the interview to only one per
organization. Addressing the different actors that take part in transforming a public in a
small sample size reduces the alienation of elements that contribute to the transformation
itself. A larger sample size is beneficial for an ecological approach, but, since ANT
provides same level agency to multiple actors, a larger sample size would require a
longitudinal study in order to avoid alienating groups, contributions, and associations
made due to the increased number of actors. Time constraints of the dissertation did not
permit a longitudinal study to occur, which influenced the sample size selection.
•

Typification: When dealing with ethnic, racial, and cultural traits, typification (also
referred to as categorization) may occur, which may lead to researcher bias. Typification
is one of the main limitations of this study because typification implies that culture can be
“positively located” and categorized (Hunsinger, 2006, p. 35). To typify or to categorize
is controversial due to situating culture/cultural as being formulaic (Hunsinger, 2006).
Typification is then seen as being linear because it categorizes “cultural” traits to a group,
which devalues the heterogeneous traits of a group. While patterns may be present within
groups, culture is not formulaic. In this study, I do not categorize specific traits to a
specific culture (i.e. Mexican, Puerto Rican, etc.), and instead find common
patterns/themes from three organizations working with diverse Hispanic/Latino
communities. I provide equal value to both English and Spanish content and topics to
reflect a sample of the Hispanic/Latino diaspora. Furthermore, I do not advocate for a
specific Hispanic/Latino identity label and/or cultural traits and triangulate as much data
as possible in order to support the claims made by the organizations themselves.
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•

Social Media Tracking: Tracking only one hashtag without pairing the hashtag with
another phrase or hashtag narrows the scope of the conversations being held, and any
technological glitches can potentially impact the data collection process. I experienced a
technological glitch with the TAGS archive on two occasions. Two errors stalled
collection for an hour. Despite this technological glitch, the errors had minimal impact on
the collection of data due to the large collection of Tweets. Collecting a large sample of
tweets also had its constraints. The large sample size may potentially overshadow content
from the other organizations. I acknowledge that a separate study on #LATISM is
required, which can support and/or modify the two models that I provide in Chapter 4.

My goal for this chapter was to introduce and explain the process that led to developing the two
models in Chapter 4- Findings and Analysis. The models are a key component to the findings
and analysis because they describe the transformations that take place during the development
and sustainability of an organizational identity. These transformations reflect the rhetorical
process within the public writings of Hispanics in Philanthropy, Latinitas, and Latinos in Tech
and Social Media.
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CHAPTER 4: FINDINGS AND ANALYSIS
In this chapter, I provide the findings and analysis of the data collected and introduce the
Hispanic/Latino Non-Profit Sector Ecology model and the Representation, Identification, and
Networking Model. These two models are based on the cultural associations from each
organization’s public writing. In Section 4.1, I start with the organization’s mission and purpose
in order to contextualize content from the interviews and each organization’s perception of the
Hispanic/Latino nonprofit sector and their role and contributions to the Hispanic/Latino
nonprofit sector itself. Then, I separate the Representation, Identification, and Networking Model
into separate sections in order to highlight the rhetorical acts and statements taking place during
each segment. I start with how representation is achieved by each organization in Section 4.2.
Then, I examine how each organization establishes identification in the ensuing section, Section
4.3. Finally, I explain the networking strategies used by each organization in Section 4.4. In the
final section of this chapter, Section 4.5, I explain the two models and how each organizational
identity (OI) is developed and sustained as each organization transforms as separate publics. The
analysis of the findings in this section focuses on answering the dissertation’s overarching
question and sub questions on how an organizational identity is rhetorically constructed by a
Hispanic/Latino non-profit sector.

4.1 Mission and Purpose
The interviews throughout this chapter are italicized and are either summarized or
provided in table format. The purpose of asking to describe the Hispanic/Latino nonprofit sector
first is to see how the mission and purpose of each organization is reflected in their response.
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Content from question three (How do your mission, purpose, and/or values differ from other
Hispanic/Latino organizations) and four (How do you connect with the Hispanic/Latino
community (organizations, individuals, etc.) were also incorporated within this section in order
to provide additional support to what they answered in the first question. Table 9, Table 10, and
Table 11 focus on each organization’s view or the Hispanic/Latino nonprofit sector and their
impact on the Hispanic/Latino non-profit sector.

Table 9 Interview with Hispanics in Philanthropy about the Hispanic/Latino non-profit sector

Mission and
Purpose as stated
in their website
HIP partners with a
transnational
network of
foundations to
make impactful
investments in the
Latino community,
and we help Latino
nonprofits access
funds and develop
their leadership so
they can effectively
address the most
pressing issues
facing our
communities.

Hispanics in Philanthropy Interview
Overview of the
Organization’s impact on the Hispanic/Latino
Hispanic/Latino
Non-profit sector
Non-profit Sector
There's a big desire We're different from traditional nonprofits in the
in philanthropy to
Latino community in that we're not doing direct
increase the
service ourselves, so we don't provide direct
diversity of the
community service. What we do is work in
workforce, and it's
philanthropy which is traditionally been a field
also sort of
where not a lot of Latinos are represented, and
something that we
there's not necessarily funding going to Latinos
promote a lot.
communities.
[Organization originally started] trying to get
more Latinos into senior positions in philanthropy.
So [the job bank on our site] is really related to
our membership network and we are originally
founded as an organization that was much more
focused on members, so trying to create a sort of
supportive space for Latinos working in the field
of philanthropy so they could develop
professionally, have a space to talk about issues,
etc. Now, we've grown into being much more than
just a membership organization.
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Table 10 Interview with Latinitas about the Hispanic/Latino non-profit sector

Mission and Purpose
as stated in their
website

Latinitas Interview
Overview of the Hispanic/Latino Nonprofit Sector

Organization’s
impact on the
Hispanic/Latino
Non-profit sector
Latinitas is a non-profit So, describing the Hispanic/Latino nonprofit We're specialized in
organization focused on sector, so I think first the structure the tiers.
our mission. We're
informing, entertaining, You have the big players on a federal level,
real specific, for a
and inspiring young
like Lulac, Unidos, NEHJ, but they're
reason. Because we
Latinas to grow into
struggling to connect with a younger
are seeing a greater
healthy, confident, and
audience. They're struggling to connect with discrepancy in you
successful Latinas. Our
a younger audience and everything that is
know in how Latinas
mission is to empower
connected to that. Where they live, you know. are represented. I
Latina youth through
For communication, and what their complex know we are
media and technology.
priorities are.
different. It's two
With a variety of
vehicles: media and
enriching experiences,
I feel like when you speak generally about
technology keeps us
Latinitas discover their
the Hispanic-Latino non-profit sector I feel
so fluid, current, and
voice and develop media like we are competitive within ourselves,
in the future, too.
skills while building a
amongst ourselves. That's frustrating. I feel
solid foundation for
like, you know in the micro-community of
their future.
Austin and El Paso, I'm seeing it with
agencies we should be aligning with better.
I'm seeing it with agencies in DC and in New
York. I do share a space with 2- 3 nonprofits
that are at least 15 years older than us. I see
them operating like it is 1960, and you can
exist without concerns of rent or the impact
of gentrification or the needs to stay current
with technology. So I see them not keeping
up. I see them not even wanting to keep up,
and, yet, they grow really frustrated or
challenged when they are not seen as a
competitive service organization in the
community.
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Table 11 Interview with Latinos in Tech and Social Media about the Hispanic/Latino non-profit sector

Mission and Purpose
as stated in their
website
Our mission is to
empower the Latino
community in the areas
of Education, Health,
Technology and
Business through the
use of tech innovation
and social media. We
help Latinos adopt and
make full use of online
social networks and
applications by
providing capacitybuilding opportunities,
information, resources
and networking
platforms.

Latinos in Tech and Social Media Interview
Overview of the
Organization’s impact on the
Hispanic/Latino Non-profit
Hispanic/Latino Non-profit sector
Sector
LATISM has become, well for
From being an advocate, online
the longest time, the go to
advocate, but what we find is that
organization when you wanted LATISM is different from others is
or engage [with Latinos
that we are very strong as a network
online] and it was the
and a community online that I don't
conference to be at as well.
see other organizations be
necessarily that way. Probably
From our perspective, it's a
someone who is similar for us is that
movement that started and was they advocate for different areas for
a pioneering organization back the Hispanic community, but their
in 2009 with someone asking
community is not as strong as ours
about Hispanics online. I think online. It was a pioneering
Twitter had just started and
organization back in 2009 with
from that it cultivated sort of a someone asking about Hispanics
community of online
online, because I think Twitter had
influencers and bloggers and
just started and from that it
then from that sort of expanded cultivated sort of a community of
to people who were trying to
online influencers and bloggers and
work with Latinos, whether it
then from that sort of expanded to
be through health campaigns,
people who were trying to work with
products, services, and ways to Latinos, whether it be through
engage them. This community
health campaigns, products,
sort of came together online as services, and ways to engage them.
a way to advocate for
This community sort of came
Hispanics (depending on their together online as a way to advocate
services, programs, education for Hispanics (depending on their
to empower the Hispanic
services, programs, education to
community). From that it sort
empower the Hispanic community).
of grew to not only being
From that it sort of grew to not only
online, but also offline. I think being online, but also offline. I think
that's where we are today.
that's where we are today.

In the next section I examine content management used to suggest the representation of
Hispanic/Latino communities in online spaces.
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4.2 Representation
Content from questions five (do ethnic, racial, and/or cultural traits play a role in the
development of online content and image of the organization? If so, how? If not, why not?),
questions six (what identity label (Hispanic, Latino, Latinx, etc.) best represents the
organization? Why?), and question seven seven (How do you create content to reflect the
identity label you selected?) were included in this section. All three organizations commented
on the need and promotion of diversity and representation of Hispanic/Latino communities. In
the interviews, websites, and social media accounts (Twitter and Facebook), a common theme
was the promotion of Hispanic/Latino voices, stories, and as content creators. For Hispanics in
Philanthropy, the “Our Voice” section encourages viewers to “read the stories of the incredible
change makers who are making an impact in Latino communities” (Fig. 1 and Fig. 2).
Interviews, call for actions, first-hand experience working with Hispanic/Latino communities
and/or a Hispanic/Latino non-profits are divided into three sections: Thought Leadership, HIP in
the News, and HIPGivers: Portraits of Latino Giving. Content in the “Our Voice” section
contributes towards providing authenticity to the services and impact of the organization. The
interview in Table 12 and the Facebook post in Fig. 3 are examples of how Hispanics in
Philanthropy achieve diversity.
Table 12 Hispanics in Philanthropy Interview: Representation

Hispanics in Philanthropy Interview
We’re always careful to try to include. For example, visually our style guide we stay away from
images of minorities that stereotype them, that stigmatize poverty. We always try to have images
that portray diversity and show things like, for example, the Latino community is often a blackbrown community. They're not homogenous. There are all kinds of people who are Latino, so
visually we try to portray that. In terms of content, we like to be very informed by multiethnic,
multiracial voice and perspective. We're trying to cultivate diversity of voices. We try to often
work with Latino writers and then typically a lot of our content is based on interviews with either
non-profits that we're working with that work with the Latino community or interviews of Latinos
who work in philanthropy. We try to highlight the voices of different Latino individuals.
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Figure 1 Recent News section from the Hispanics in Philanthropy Website

Figure 2 Hispanic in Philanthropy’s websitfrom 2017

Figure 3 Hispanics in Philanthropy Facebook cover photo from April, 2017
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For Latinitas, representation is focused on cultural values and gender. The main
difference between the Latinitas website and the other organizations’ website is that it is
structured like a magazine. When accessing the organization’s website for the first-time, the
viewer is greeted with a landing page, where each section of the website has a brief description,
as seen in Fig. 4.

Figure 4 Landing page for the Latinitas website from 2017

The viewer can access content For Girls (redirects to the Girls section of the magazine),
For Teens (i.e. redirects to the Teens section of magazine), MyLatinitas (redirects to the
organization’s own blogging social network7), About Us (redirects to the “About Us” section of
the magazine), Get Published (redirects to the editorial guidelines of the magazine), Volunteer,
Giving, and News (all redirect use to separate sections of the magazine). Since the organization’s

7

Content from MyLatinitas was not included in the study because the site kept experiencing technical issues for
months at a time. MyLatinitas was started by the organization in 2009 for staff, volunteers, and girls to blog. This is
a separate publication from the magazine and only had to abide by community rules (i.e. be 13 to post, be respectful,
etc.) and did not have to meet specific editorial guidelines.
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website is a hybrid website and online publication, I focused on how the organization curates
content for Latinitas Magazine. I use the magazine as the central focus of the organization’s
website because of its hybrid nature and the emphasis of the magazine by the organization in the
interview (Table 13). Throughout the interview, as seen in Table 13, the organization commented
on the need for representation of women behind the scenes. The organization included gender as
part of their diversity initiatives within the organization and the Hispanic/Latino non-profit
sector, whereas the other two organizations focused more on wider variety of cultural
representation.

Table 13 Interview with Latinitas

Latinitas Interview
You know it's the same cultural and gender issues that you deal with anywhere. Regarding the
support and collaboration you find so much more responsiveness on the side of Latina, you know
organizations led that are Latina led as opposed to Latino. You know you have [one that is] kind of
doing stuff with us and that I have to beg them to keep pushing the fold. I don't understand why, but
I do think sometimes like a male run organization get a little ruffled when we start asking them
about sort of working together on the same level. They're patronizing. It's just been really
interesting it's like we're both 40something, we're both like Executive Directors, we're both working
in similar ballparks budget ranges you know comparable and they’re still talking to me like I'm their
little sister. There's some problems there.

While a diverse amount of organizations exist that cater to Hispanic/Latino youth and
representation of Hispanic/Latino in media, Latinitas promotes that they started the first
magazine (Latinitas Magazine) to curate content for and by Latina youth (Fig. 5).
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Figure 5 Section about Latinitas Magazine from the landing page

Latinitas Magazine serves as a forum of self-expression and self-empowerment for Latina teens
to use as a platform to further their academic, personal and professional achievements. The
different writing, technical, and media skills are acknowledged and celebrated by having the girls
reflect on the power of their voice, the multiliteracies and creativity they already posses as
magazine articles. Rather than write the narrative for/about Hispanic/Latino youth, Latinitas
adopted the “created for and by Latina youth” mantra for Latinitas Magazine. Girls as young as
13 contribute to the magazine, and the editorial board is comprised of a mix of teens and
undergraduate students. The female youth driven structure/curriculum distinguishes Latinitas
from other Hispanic/Latino organizations since the feminist tone is the epicenter of the
organization’s representation online. They highlight different topics associated with youth,
gender, and culture and represent the mission and goals of the organization. Fig. 6 – Fig. 8 are
examples of the content published by the organization. Content for Girls are geared for grades 6th
– 8th, and content for Teens is geared for those in high school and early college.
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Figure 6 Girls Only section from the Latinitas Magazine
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Figure 7 Teens Only section from Latinitas Magazine

Figure 8 Latinitas Magazine featured article from May 2017
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Latinos in Tech and Social Media shares the same content management strategies for
diversity as Hispanics in Philanthropy and Latinitas. All three organizations incorporate codemeshing (English and Spanish), code-switching (English and Spanish), and visuals that
emphasize diversity in all social media platforms and website. For Latinos in Tech and Social
Media, diversity is a foundational concept towards generating opportunities for the
Hispanic/Latino community to participate and learn more about Hispanic/Latino representation.
In Table 14, the organization emphasizes diversity when curating content online.

Table 14 Latinos in Tech and Social Media Interview: Representation

Latinos in Tech and Social Media Interview
Diversity within the Hispanic community is really important and again it's knowing who we're
working with, who we're advocating for, and what the issue is, and how it targets them. How we need
to communicate them, so it's really knowing about our community that we're working with at the time,
and then how we tailor that. Diversity is certainly always top level or top of mind for us when we
develop our content. Because we realize that no one is the same in the Hispanic community, we also
have an African Hispanic community that we have to incorporate and to keep in mind as well. So we
make sure to know/note that in our content.
On a programmatic level, Latinos in Tech and Social Media capitalizes on social media as a
platform to promote content, engage with their stakeholders, and to host online events, as seen in
Fig. 9 and Fig. 10. Latinos in Tech and Social Media promotes itself as being a pioneering online
organization and movement for Hispanic/Latino communities whose advocacy work stems from
developing and sustaining an online platform with content that reflects, promotes, and increases
representation and engagement with/for Hispanic/Latino stakeholders. I use the organization’s
website within the networking section because of the organization’s emphasis of being an online
movement.
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Figure 9 Latinos in Tech and Social Media Tweet from September 2017

Figure 10 Facebook post by Latinos in Tech and Social Media
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In the next section I focus on how identification is established by each organization. I
acknowledge that there are no predetermined structures for race and culture, as is evident with
the interchangeable use of identity labels (Latino, Latin@, Hispanic, Latinx, Xicano, etc.)
amongst Hispanic/Latino communities. The same can be said for Hispanic/Latino based nonprofit organizations where each organization uses a specific identity label.

4.3 Identification
Representation influences how each organization establishes identification. In this
section, I primarily focus on how the organization develops and sustains an online presence to
establish identification. Each subject participant expressed using social media to connect with an
assortment of stakeholders (i.e. programmatic level to increase promotion of events hosted by the
organizations, fundraising, conferences, webinars, etc.). The publication frequency amongst all
three organizations is not consistent. Hispanics in Philanthropy has more active social media
accounts than Latinitas and Latinos in Tech and Social Media. When asked about what cultural
identity label best represents the organization, Hispanics in Philanthropy and Latinos in Tech and
Social Media preferred and applied Latino in order to encompass the work they do with Latin
American countries. For Hispanics in Philanthropy, “out of the terms not all of the audiences
understand the same way and it's still pretty new so for we find "Latinos" is the broadest sort of
most inclusive and encompassing term.” However, Latinitas stated their preferred cultural
identity label was Latinx in order to be more gender inclusive. All three organizations
acknowledged the existence and potential use of Latinx. Yet, despite associating the organization
with Latinx, the use of Latinx in the organization’s website and social media accounts was very
minimal. Hispanics in Philanthropy was consistent with the use of Latino, whereas both Latinitas
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and Latinos in Tech and Social Media interchangeably used both Hispanic/Latino. Although
Latinitas prefers the Latinx identity label, their content did not reflect the use of the term in any
content on the website and social media accounts promoting events, organization’s mission,
values, and/or goals. On a similar note, the name of Latinos in Tech and Social Media do not
match in their Twitter account (Latinos in Tech &SM), website (Latinos in Tech Innovation and
Social Media), and Facebook (Latinos in Social Media)8 (Fig. 9 and Fig. 10).

Figure 11 Latinos in Tech and Social Media “About” section from Facebook from October 2017

For Hispanics in Philanthropy, identification is established by connecting with their stakeholders
needs and values, as stated in Table 15.

8

This discrepancy was not asked during the interview.
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Table 15 Hispanics in Philanthropy Interview: Identification

Hispanics in Philanthropy Interview: Organization’s Online Presence
Hispanics in Philanthropy has been around for 33 years now. Basically, we advocate for
investment, philanthropic investment in the Latino community both in the U.S. and throughout
Latin America, so that means a couple of things. One is that we've raised funds from the big more
traditional philanthropies to go to the portfolio of nonprofits that are working on different issues
of the Latino community. We also do a lot of research and provide resources to philanthropy on
what's happing in the Latino community, what the current needs are, how they can best address
those issues, and then we also have (as about 3 years ago) a crowd-funding platform called HIP
Give which is exclusively for Latino nonprofits both in the U.S. and Latin America so they can
learn how to do online crowdfunding and then raise money for their own projects.
An example of how Hispanics in Philanthropy assesses the needs of the community is through
surveys (Fig. 12).

Figure 12 Hispanics in Philanthropy Facebook post from October 2017

For Latinitas, identification is established with their readers by emphasizing the role
gender identity plays when developing programs and curating content. Table 16 and Fig. 15 are
examples of how the organization conceptualizes gender identity.
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Table 16 Latinitas Interview: Identification

Latinitas Interview: Online Presence
People put their own perception to in of their organization. It's for little kids and it's the lady's
teaching them something about being proud of themselves, but there's more depth to it. Because
we do have so many different types of Latino people who get involved with what we do, and I don't
think there's a better way to describe it than Latinx and I do feel like gender identity is going to
become a bigger part. I just think we need to stay open, and that's how you know our program
team is Latinx, and our funding community is them.

Figure 13 Main Twitter account for Latinitas (December 2017)

Latinitas was enthusiastic about organizing in online spaces because “it's super valuable,
underleveraged.” She added that when the organization I seen, acknowledged, and reported
when they shared content with #LATISM. To further this point, she comments how Latinos in
Tech and Social Media conference “is the one place I go where everyone knows my name. The
LATISM community is listening and they are paying attention to, and you know. Not to get back
to gender, but that definitely has an influence that it's women-driven and women-dominated.”
The statement about gender by Latinitas stems from Latinos in Tech and Social Media being
predominantly run by women. Despite all three interviewees being women, Latinitas is the only
organization who discussed how gender influences an organization’s online presence and
outreach initiatives.
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Latinos in Tech and Social Media, as mentioned previously in this chapter, is a
predominantly online organization. Identification is primarily established through their online
platforms. Latinos in Tech and Social Media moved away from traditional social networking
models by embarking to maintain a strong online community whose aim was to reach a much
wider outreach. The nontraditional infrastructure of Latinos in Tech and Social Media is
described in Table 17, and an example of one of the organization’s online events is provided in
Fig. 14.
Table 17 Latinos in Tech and Social Media: Identification

Latinos in Tech and Social Media Interview: Online Presence
I think any Hispanic that's been online for a while will know what LATISM is. Ana Castro, the
founder [of LATISM], came about LATISM the acronym. I think any Hispanic that's been online
for a while will know what LATISM is. Now, it's organically used that haven't. Through the years
that I've been involved with them and volunteer for them, you get to know the community and you
get to know who has been active in LATISM. You see them at the conference, you see them at
events, and even new ones are tweeting out things that are not necessarily relevant to the LATISM
hashtag. So it's interesting that it's grown on its own and has morphed into other things for
people, but they obviously know how to use it when they're trying to vent something or
communicate something. I get the hashtag. LATISM has become, well the longest time the go to
organization when you wanted or engage the Latino and it was the conference to be at as
well. The organization is a volunteer based organizations so it's not like a structured unit or
company or organization. It started off as a volunteer with the chapters being volunteered and
have organically grown. I think with the founder sort of moving on to another venture it sort of
lost its hero, its voice through her because she was the biggest advocate. I just think [LATISM]
was an incredible movement, an incredible community that's still online that's still active from
2009 to now. I think that people could use this as a model, and they are in some respect, using it
as a way to expand their advocacy work and to Hispanics and engagement to Hispanics. Many of
the people who are influencers who are part of the network back in the day who now do their own
advocacy work.
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Figure 14 Latinos in Tech and Social Media Facebook post from April 2017

#LATISM is used by Latinos in Tech and Social Media and has been used by Latinitas in the
past (Fig 15). Despite advocating for the use of #LATISM, Latinitas did not appear when
#LATISM was being tracked for this study.

Figure 15 Latinitas staff using #LATISM to promote content
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Each organization connects the strength of their online presence to being able to establish
identification with their stakeholders. The website of each organization reflects collaboration,
diversity, and unity as values of their stakeholders and the organization’s mission. This is evident
in the images portraying diversity in group settings by each organization. Statements concerning
the impact and outreach of each organization is a recurring theme in every organization’s website
and social media accounts. The organizations often use English, Spanish, and apply codemeshing and code-switching strategies within their published content. This is used as a content
management strategy to promote Hispanic/Latino voices and identities, which strengthens
identification with their stakeholders. Words like partnership, strengthen, leadership, and
empowerment are either stated in every organization’s mission statement and/or section
describing the organization. The statements are accompanied by positive representation (visuals)
of their targeted stakeholders, which leads to using representation as a vehicle for sustaining the
authenticity of their online identity while promoting the concept of strength in numbers/being
involved with Hispanic/Latino communities. The next section examines the role networking
plays when sustaining an organization’s online presence and outreach initiatives. The next
section discusses the impact networking has on each organization.

4.4 Networking
A recurring theme amongst organizations is networking and the need to establish partnerships.
The networking strategies between Hispanics in Philanthropy, Latinitas, and Latinos in Tech and
Social Media vary. Hashtags by Hispanics in Philanthropy, Latinitas, and Latinos in Tech and
Social Media are frequently used in their Twitter accounts to localize content and promote
partnerships. Hispanics in Philanthropy uses #BeHipGive and #LatinosGive to gain prominence
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in crowdfunding (Fig. 16). They also participate in #GivingTuesday, a global giving movement,
to raise money for organizations. The organizations commented on both online and face-to-face
networking strategies. Table 18 provides an explanation of Hispanics in Philanthropy networking
strategies, and Fig. 16 shows an example of a crowdfunding campaign by Hispanics in
Philanthropy.

Table 18 Hispanics in Philanthropy: Networking Strategies

Hispanics in Philanthropy Interview: Networking Strategies
We're also a membership-based organization. Our memberships tend to be more the big
foundations. For example, Gates Foundation is a member of HIP and they pay an annual fee,
so we have sort of big network of traditional philanthropy. Often those numbers are Latino
employees of the foundations, but it's also just -- you know, broad networks, so it's not just
about Latinos. We also have a network of non-profits throughout the U.S. and Latin America
that we support and work with. For example, in Mexico has a portfolio of about 18 nonprofits
that work on gender issues. We work with the Oaks foundation to provide them with financial
resources as well as training and capacity building, so they can increase their impact in the
communities that they work in. We also have a funders club in NC where we support
portfolios of nonprofits. We have a lot of relationships with the nonprofits that we provide
funding and training to, and then we also have this membership network that is more of the
philanthropy field. We tend to often have our own hashtags for our own campaigns that we
do. For example, we do a big #GivingTuesday every year and that one we've always used the
hashtag #LatinosGive, so that one we've gone more in that route.
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Figure 16 Tweets from the Hispanics in Philanthropy account

In Table 19, Latinitas shares their networking strategies on a national and local scale, and an
example of a networking strategy from a #GivingTuesday campaign is shown in Fig. 17.

Table 19 Latinitas Interview: Networking Strategies

Latinitas Interview: Networking Strategies
Definitely in town we deliberately partner, I think it works well for us. Physically we are
partnering and connecting with the networks of other Latino nonprofits. We network in
physical spaces; we do communicate with each other throughout the year. I feel like I know
most of the players. I think we tend to get in touch with the national groups that can come to
Austin. Some of the smaller arts groups we're more strained to connect with because I feel
like resources don't necessarily cross paths as much.
Facebook is because we're you know .. because our administrative seats were older. Well,
let's see. I say we do a fair amount. We tweet because our donors live there, we do Facebook
because our parents live there. And .. to me, the easiest way to organize. Instagram I feel like
is our most powerful tools for communication. I know that has actually speaks to more of the
younger people that we attract as volunteers, staff, and mentors. Um. We're doing Snapchat.
and we use Pinterest for funders -- fundraising levels. We used it a lot for the quince to gather
looks to gather what kind of we wanted to get. The inspiration for events. and um, I don't
know if we are employing any other right now... On a personal level since we are a
transnational office, there's a lot of the staff that's on What's App.
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Figure 17 Latinitas Twitter account participating in the #GivingTuesday campaign in November
2017

The networking strategies for Latinos in Tech and Social Media are primarily held on social
media platforms. In fact, Latinos in Tech and Social Media volunteers work remotely and
convene online. In addition to the social media platforms, the organization’s website is a hybrid
website and blogging platform. Unlike Latinitas who have editorial guidelines in place for
publishing content to the magazine, Latinos in Tech and Social Media provides a free blogging
platform for its users, as shown in Fig. 18. The website is structured by blog topics (Education,
Health, Policy, Social Good, and Business), and users are redirected to blogs that are categorized
under that specific topic. Visitors are also able to search for members by role (Fig. 19),
availability (Fig. 20), and state. I must also acknowledge that the organization’s website
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segments their “About” section below the aforementioned search engine to look up members
(Fig. 21).

Figure 18 Latinos in Tech and Social Media Website

Figure 19 Latinos in Tech and Social Media website
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Figure 20 Latinos in Tech and Social Media website

Figure 21 Latinos in Tech and Social Media Website

Since the original founder of Latinos in Tech and Social Media shifted her focus from the
organization, the scope of the organization and activity of the organization also changed. Table
20 addresses the activity or the organization, Fig. 22 shows a list of Twitter events from the
organization’s Facebook account, and Fig. 23 and Fig. 24 are examples of partnerships
established by the organization.
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Table 20 Latinos in Tech and Social Media Interview: Networking Strategies

Latinos in Tech and Social Media Interview: Networking Strategies
I would say the height of [LATISM] was probably 2010- 2012. I think after that platforms
changed. For example, about 8 years every Thursday night LATISM at 9 o’clock Eastern
would have a Twitter chat. The community all knew, and even to this day a lot of people who
do these chats on Twitter don't schedule at 9ocklock on Thursday because they sort of knew
that it was LATISM time.
I think [social media] is one of the best ways to communicate with the Hispanic community
because of the reach; knowing how many Hispanics and the number of Hispanics that are
online using social channels. We know that it's one of the most effective ways to communicate
with them. And it's cost efficient. We network through social channels and then offline of
course we attend events together or our conferences and you know sometimes it used to be
back in the day when we first started what we would have what they call Tweet ups back in
the day where we would take it offline and try to meet up with people.

Figure 22 Facebook events for #LATISM Twitter chats by Latinos in Tech and Social Media
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Figure 23 Tweet by the main Latinos in Tech and Social Media account from 2016 participating in #GivingTuesday and
#LatinosGive event

Figure 24 Latinos in Tech and Social Media Facebook post from October 2017

Latinos in Tech and Social Media has multiple chapters throughout the U.S., but the majority is
not active. Although Latinos in Tech and Social Media advocates as it being a prominent online
organization, several of their chapter accounts have not been updated in over a year. In order to
remain consistent, the organization often shortens the organization’s name to LATISM and adds
the chapter location after the name (i.e. LATISM-DC, LATISM-Dallas, etc.) to increase its
visibility online. The only active accounts are @LATISM and @LATISM_DC. Furthermore, the
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main Facebook and Twitter accounts of Latinos in Tech and Social Media fluctuate between
being published once or fewer than five times per month. As of December 2017, the last public
blog post on the Latinos in Tech and Social Media website was made on November 3, 2016.
Their infrequent online presence and promotion as an online movement seems like a
discrepancy, yet their brand of being an online movement is supported by #LATISM growing
organically. The organization also interchangeably uses LATISM as the organization’s acronym
and as a hashtag as a networking strategy.
When asked about the use of #LATISM, Hispanics in Philanthropy and Latinitas had
differing views and approached to the use of #LATISM within their own social media strategies.
For Hispanics in Philanthropy, they opted to create their own hashtags. In particular,
#LatinosGive and #HIPGive were the ones predominantly used by the organization. Both
Hispanics in Philanthropy and Latinitas are aware of #LATISM, but do not actively use the
hashtag to further their online presence and outreach initiatives. For Latinitas, #LATISM
represents shared knowledge of the Hispanic/Latino community that is active online.
Regardless of the publication frequency, #LATISM has grown organically and remains an active
hashtag outside of the organization. In fact, the organization is ranked second when using the tag
between April 1, 2017 – December 31, 2017 (Fig. 25). This usage of #LATISM indicates that the
movement is still active by others outside of the organization.
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Figure 25 Top Tweeters using #LATISM between April 1, 2017 – December 31, 2017

The use of #LATISM by the organization and others on Twitter provides a space for
deliberation to occur on pressing issues that impact the Hispanic/Latino community, which I
explore in Section 4.4 of this chapter. The Hispanic/Latino community is not confined to the
#LATISM hashtag nor is it a definite marker of identity and narratives of the diverse Latino
communities that participate in digital spaces. In the next section, I provide an analysis of why
representation, identification, and networking are rhetorical strategies that cause Hispanics in
Philanthropy, Latinitas, and Latinos in Tech and Social Media to transform as publics. This
transformation is a rhetorical process that develops and sustains their organizational identity
(OI).

4.5 Transformations of Hispanics in Philanthropy, Latinitas, and Latinos in Tech and
Social Media as Publics
The relationship between public writing and identify formation contributes to the
transformation of each organization as a public. Public writing is a “site of rhetorical struggle
located within ideological, historical, and material spaces” (Ryder, 2011, p. 63). As a site of a
rhetorical struggle, multiple and constant transformations contribute to the formation of an
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organization as a public and as an ecology. In Chapters 1 and 2, I examine how identifying a
non-profit as a public is a starting point for describing how and why associations are re/framed
and transformed. A non-profit organization as a public undergoes multiple transformations
within multiple networks as means to meet the needs of its key stakeholders (clients9, donors,
volunteers, etc.). Multiple layers and actors interact to create persuasive discourse within and
from behalf of the organization. An organization’s public writing, such as the content they curate
on websites and social media accounts, is transformed to:
•
•
•

meet the needs of their stakeholders;
align with the OI of the Hispanic/Latino non-profit sector/ecology in which they operate;
maintain consistency with the organization’s OI.

Multiple publics make up an ecology, which indicates that the transformations occurring within
each organization are not linear nor are they timed due to the fluidity of the infrastructure of the
non-profit sector. The assembling and reassembling of each organization as a public is a
collective effort that leads to developing and sustaining an ecology. Hispanic/Latino non-profit
sector has an OI of its own, which is the thread that connects the organizations to each other and
helps sustain itself as an ecology. Illustration 1, Hispanic/Latino Non-Profit Sector Ecology
Model, provides a general overview of the Hispanic/Latino non-profit sector as an ecology.
Although each organization shares similarities with each other’s OI, they are distinct from one
another and any similarities that they share stem from being a part of an ecology. The findings
from this study led to developing two models, a Hispanic/Latino Non-Profit Sector Ecology
Model and a Representation, Identificaiton, and Networking Model. In the next section, I explain
the Hispanic/Latino Non-Profit Sector Ecology Model in order to contextualize the environment
of the Hispanic/Latino non-profit organizations of this study.

9

A client for a non-profit organization refers to individuals who use the non-profit organization’s services.
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The Hispanic/Latino Non-Profit Sector Ecology Model provides a general overview of
the areas where assembling and reassembling of an organization is happening (Illustration 1).

Illustration 1 Hispanic/Latino Nonprofit Sector Ecology Model

The red lines identify areas where transformations are occurring because multiple actors interact
and influence content that is created and/or shared by/for the organization. For example, social
media use has broken lines because the organization does not have managerial access to delete
content that is written by them and/or tagged content. This type of interaction on social media
contributes to the transformation of content made by and for the organization, which ultimately
serve as actors towards developing and sustaining the OI.
Although each organization maintains their own OI, they are linked to each other through
social media because of the statements made for and/or about these organizations either through
statements, visuals, and/or the creation of spaces for these organizations. The spaces that are
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created include the cultural associations that “brand” the organization. The solid lines identify
additional barriers and managerial responsibility that each organization must have in order to
maintain consistency amongst platforms. However, despite the barriers, the content is still
undergoing transformations in order to maintain consistency of the organization’s OI amongst all
platforms. In the Hispanic/Latino Non-Profit Sector Ecology Model, Hispanics in Philanthropy
and Latinitas have solid red arrows to represent the static component of the organization’s
website where approval is needed for content to be uploaded and shared on the organization’s
website. This signifies a static component of the websites and its inability to change because the
organization is the main content creator for the organization. The Representation, Identificaiton,
and Networking Model, which I also developed for this study, identifies recurring themes that
occur as transformations (red lines). In the next section I address the content management
strategies that contribute to the transformation of Hispanics in Philanthropy, Latinitas, and
Latinos in Tech and Social Media as publics.
There is no definite starting or end point for each transformation that occurs when
developing and sustaining an OI. The transformations are connected to the mission and purpose
of the organization. Otherwise, inconsistency occurs that can potentially render identification
with the stakeholders as ineffective. An organization’s mission, values, and goals reflect the
services they offer and/or represent the population they serve. Organizations whose main focus
are marginalized groups establish identification and create a platform centered on cultural
associations. The impact of cultural associations in an organization’s public writing can be seen
in an organization’s online presence and networking strategies. For Hispanic/Latino non-profit
organizations, an OI is dependent on assembling and reassembling rhetorical statements and
visuals of how the organization aligns with cultural values of Hispanic/Latino communities.
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These visuals do not solely circulate online. Visuals include the incorporation of spaces that
represent and are occupied by the organization.
Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media as publics are
transformed by both internal and external stakeholders. The purpose and values of each
organization rely on having an active and thriving platform that is curated by Hispanics/Latinos,
which reflects both the need to increase representation of Hispanics/Latinos in media and for
more Hispanic/Latino content creators. The two are not mutually exclusive and are central
towards sustaining an OI of the Hispanic/Latino non-profit sector and the organization itself. The
findings from this study led to identifying representation, networking, and identification as key
transformation characteristics when establishing an OI. This led to developing the
Representation, Identificaiton, and Networking Model in Illustration 2.
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Illustration 2 Representation, Identification, and Networking Model

An organizational identity is a rhetorical process and product that can be used to see the
transformations that occur to non-profit organizations as publics. Representation, identification,
and networking are acts that constantly assemble and reassemble an OI in both online and
physical spaces. In the Representation, Identificaiton, and Networking Model, x stakeholder is
the targeted stakeholder within an organization’s public writing. Illustration 2 does not indicate
how much an OI influences representation, networking, or identification and/or how much each
influences each section. However, removing one of these transformations leads to weakening the
OI while reducing the impact of the form of public writing because it reduces visibility of the
actors involved in the transformation.
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The OI in the model reflects values of organization and the community in which they operate.
The OI is centered to represent it as an anchor. Otherwise, inconsistency occurs within the
organization that can potentially render identification with the stakeholders as ineffective. For a
Hispanic/Latino organization, identification and online presence are extensions of the
organization’s OI, and are influenced by the use of cultural associations. The cultural
associations, which are listed below, are connected to the organization’s content management
strategies. These content management strategies are predominantly deliberate, but the use varies
between each organization:
•
•
•
•
•
•
•

•

Code-meshing (English and Spanish)
Code-switching (English and Spanish)
Cultural identity labels (Hispanic, Latino, Latinx)
Engagement to Hispanics/Latinos
Hispanic Latino community statistics
Diversity and inclusion of African Hispanic, Afro Latinas, Black-Brown community
Emphasis on Hispanic/Latino content creators, voices, and experiences to establish
community building, growth, and empowerment of Hispanic/Latino individuals and
communities
Visual representation to connect with community (diversity, gender, cultural, positive,
and response to Hispanic/Latino needs)

Even though each content management strategy is not used in every post, examples of every
content management strategy can be found in the website and social media accounts (Twitter and
Facebook) of Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media. A
common thread throughout the interview is the need to be inclusive and support diversity, which
furthers the point of how separating content management strategies from cultural associations
causes a disconnect for Hispanic/Latino organizations. The disconnect is caused because the
cultural associations themselves are the threads (arrows) that serve as vehicles to transport and
connect content with an organization’s representation, identification, and networking methods. I
build on this point by claiming that representation is a rhetorical act and statement by each
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organization to promote the organization’s impact on the Hispanic/Latino non-profit sector and
serves as an active transformation towards developing and sustaining their OI.
Representation promotes diversity, positive associations, and authentic voices of their
stakeholders. By focusing on representation, networking, and identification, the transformations
that occur are able to be identified. All three organizations emphasized the need for diversity as a
key content management strategy towards establishing identification with their stakeholders.
Effective identification for Hispanic/Latino non-profit organizations occurred when they were
able to establish positive representation of the Hispanic/Latino communities they serve, include
Hispanic/Latino voices as content creators and curated content online, and adapt to the non-profit
sector and Hispanic/Latino non-profit sector. The strategic placement of content that reflects the
values of Hispanic/Latino communities furthers each organization’s mission and goals, and
establishes credibility amongst their stakeholders with how and what tools are used to represent
the Hispanic/Latino community. For each organization, ignoring the rich linguistic and cultural
diversity of the Hispanic/Latino communities raises ethical and identification implications. The
model itself indicates that equal attention is given to each section. However, while
representation, identification, and networking were present for each organization, the strength
and reliance on each area differed amongst the organizations. The strength and reliance reflects
areas of high activity and impact for the organization’s advocacy efforts and sustainability as an
organization. For example, networking and representation had a higher impact for Hispanics in
Philanthropy than for Latinitas because of the size and philanthropic scope of the organization
(i.e. they have an international office in Mexico and an office in California and North Carolina).
Latinitas held a higher reliance on identification and representation because of the organization’s
mission, goals, and values with empowering Latina youth. Due to being a predominantly online
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organization, networking and identification were more prominent for Latinos in Tech and Social
Media. In the next section, I use the Representation, Identification, and Networking Model as a
foundation for the transformations of each organization as a public. Hispanics in Philanthropy
assemble and reassemble a public through their crowdfunding campaigns and ability to invest in
Latino communities. As a philanthropic organization, Hispanics in Philanthropy is not a
traditional non-profit organization that provides direct services to communities. Instead, the
organization generates millions in revenue and provides direct funding to organizations that will
take on the tasks of administering services. Therefore, their OI is directly connected with their
ability to generate and distribute revenue through crowdsourcing campaigns (i.e. investment in
Latino communities).

Illustration 3 Representation, Identification, and Networking Model for Hispanics in Philanthropy
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Illustration 3 shows the Representation, Identification, and Networking Model for Hispanics in
Philanthropy without modifying how much an OI influences representation, networking, or
identification and/or how much each influences each section. The use of personalized hashtags
by Hispanics in Philanthropy furthers the organization’s mission, purpose, online presence, and
reflects the organization’s content management strategies to use the stakeholder’s values to
optimize outreach initiatives. To further this point, Hispanics in Philanthropy uses photos of
impacted images and experiences/voices of community partners to supplement quantitative data
of their investment efforts within the promotion of events/campaigns. Cross-platform promotion
is completed by Hispanics in Philanthropy and organizations benefiting from their
crowdsourcing campaigns and are connected by using one or more similar hashtags (i.e.
#LatinosGive and #BeHIPGive). The hashtags are a networking strategy, and are used to
establish identification of a philanthropic network of Latinos. Translating content in English and
Spanish is one of several strategies (i.e. photos, statements, etc.) to not only network, but to also
establish identification with their stakeholders. The following are examples of representation,
identification, and networking that serve as actors within these transformations: A.
Representation is achieved through visuals of diversity within Hispanic/Latino communities,
spotlights of community leaders, and content curated by community partners (Fig. 26).
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Figure 26 Hispanics in Philanthropy Facebook post

B. Identification is achieved through photos of impacted communities, visuals that demonstrate
the impact of philanthropic efforts (statistics), experiences/voices of community partners, and
promotion of campaigns/events in Spanish and English (Fig. 26, Fig. 27, and Fig. 28).

Figure 27 Hispanics in Philanthropy Twitter account
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Figure 28 Hispanics in Philanthropy website

Figure 29 Hispanics in Philanthropy Facebook post

C. Networking is achieved through cross-platform promotion (Facebook, Twitter, Website),
cross-platform promotion by community partner receiving funds, and sustainability visuals
(statistics) (Fig. 30, Fig. 31, and Fig. 32).
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Figure 30 Hispanics in Philanthropy website

Figure 31 Hispanics in Philanthropy Facebook post
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Figure 32 Hispanics in Philanthropy website

While I address the use of hashtags as actors that contribute to the formation of a public in online
spaces, content from the website and Facebook are also undergoing transformations because they
contribute to how the organization curates content to establish credibility within their
philanthropic efforts. For example, the amount of money raised and multiple partnerships portray
the organization as trustworthy and credible with their mission, outcomes, and ability to form
partnerships.
Latinitas, as a public, is transformed by bridging feminism with cultural identity as a
process for self-empowerment. The organization aims to increase representation of Latina youth
content creators, their experiences, voices, while addressing the need for Latina youth
representation in the media and within the Hispanic/Latino non-profit sector
Their OI is dependent on having a staff and curriculum that is female-led, female-driven while
providing a platform for multiple identities to exist and for a space to explore how race, culture,
gender, and technology intersect. In Illustration 4, the Representation, Identification, and
Networking model is shown for Latinitas. without modifying how much an OI influences
representation, networking, or identification and/or how much each influences each section.
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Illustration 4 Representation, Networking, and Identification Model for Latinitas

A: Representation is achieved through visuals reflecting diversity (gender, cultural, etc.) and
experiences/voices of Latina youth, visuals and articles representing Latina youth women,
articles are written for and by Latina youth, promotion of diversity in Hispanic/Latino
communities (Fig. 33)
B: Identification is achieved through the statement “First magazine written for and by Latina
youth,” code-meshing (English and Spanish), code-switching (English and Spanish), use of
Spanglish, and topics associated with growing up/being a teenager (separated by Girls and Teen
sections) (Fig. 34, Fig. 35, and Fig. 36)
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Figure 33 Latinitas Magazine sections
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Figure 34 Latinitas Magazine sections
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Figure 35 Latinitas landing page for the website

Figure 36 Articles from Latinitas Magazine

C: Networking is achieved through the hybrid format of the magazine and website, Youth
Editorial Advisory Board, and mention of the magazine in their Facebook handle and Facebook
bio (Fig. 37 and Fig.38).
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Figure 37 Latinitas Magazine, publication link

Figure 38 Latinitas Facebook account

The organization depends on the voices and experiences of Latina youth in order to further their
mission and maintain authenticity, representation, and identification with their targeted
stakeholders. The Youth Editorial Advisory board, an online writing program, is comprised of an
assortment of teen writers from within and outside Texas that curate content for Latinitas
Magazine. The magazine reflects a prime example of how they represent, network, and establish
identification with Latina youth. As a shared public text for the organization, the varying
identities and linguistic practices found within Latinitas Magazine, and the organization’s
programs, promotes an ideology that embraces difference as meaning-making activity to use as a
strength when exploring what it means to be a Latina and other advocacy topics. The “for and by
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Latina youth” statement for their magazine is a rhetorical act that, through an intercultural lens,
can be also be interpreted as a meaning-making activity and performance by Latinitas. In a
white-dominated feminist blogosphere, Latinitas Magazine illustrates how, as a bilingual
magazine, the organization does not limit the linguistic practices of the writers. This type of
representation is integral to the organization’s mission, values, and purpose and their OI. The
validity of the “for and by Latina youth” statement requires insider knowledge since the age and
location of its writers is not stated with each article. Furthermore, discrepancy exists between the
organization’s outreach initiatives for the magazine. The magazine is only promoted by the
handle on Facebook, mention in their bio on Facebook, and content (i.e. links to articles) from
the magazine (both old and new) is not promoted on any of the social media platforms. The main
promotion of the magazine is the hybrid format of the website and magazine and the website’s
landing page. The lack of promotion and updated content of the magazine weakens identification
measures for the magazine itself, especially since readers have to have some familiarity with the
organization’s website structure.
Latinos in Tech and Social Media promotes the hashtag as a movement on their site,
thereby interchangeably using the phrase LATISM as the name of the non-profit and a selfproclaimed movement for Hispanics/Latinos. The interchangeable name creates the narrative that
the organization serves as a site of resistance – both physically and online. Latinos in Tech and
Social Media differs from Hispanics in Philanthropy and Latinitas because their OI is dependent
on their social media use due to being an online organization. Illustration 5 demonstrates how
#LATISM users are part of the Representation, Identification, and Networking model for Latinos
in Tech and Social Media. For Latinos in Tech and Social Media, I concentrate on how
#LATISM is used by others outside of the organization. #LATISM reflects how the organization
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has transformed since 2009. The interchangeable use of #LATISM as the organization’s name
and as a hashtag for an online movement ultimately creates a narrative for the organization. The
#LATISM movement can be interpreted as a performance by Latinos in Tech and Social Media
(organization) as an attempt to cultivate online discourse as a form of empowerment. This type
of representation and inclusion enhances Hispanic/Latino voices and reflects the changing
landscape and fluidity of the Hispanic/Latino diaspora. #LATISM becomes a symbol of, for, and
by the Hispanic/Latino communities. The hashtag defines, contextualizes and creates the
ideological and social construct(s) that are used to bridge the division and nurture a commonality
between the organization and its multicultural audiences.

Illustration 5 Representation, Networking, and Identification Model for Latinos in Tech and Social Media

Illustration 5 provides Latinos in Tech and Social Media assembles and reassembles a public
through its promotion as an online movement and the use of #LATISM without modifying how

101

much an OI influences representation, networking, or identification and/or how much each
influences each section.
A. Representation is achieved through visuals reflecting diversity and promotion and inclusion of
Hispanic/Latinos creators across all online platforms (Fig. 39).

Figure 39 Blog from Latinos in Tech and Social Media

B: Identification is achieved by attaching #LATISM to tweets discussing issues impacting
Hispanic/Latino communities, sharing community leaders/entrepreneur spotlights, and codemeshing and code-switching (English and Spanish) are used when tweeting content (Fig. 40).
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Figure 40 Latinos in Tech and Social Media Facebook post

C. Networking is achieved by using #LATISM in most Twitter interactions, participating in
monthly #Tweetchats, hosting a yearly LATISM Conference, and hosting a blogging platform
(Fig. 41 and Fig. 42).
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Figure 41 Latinos in Tech and Social Media Twitter account

Figure 42 LATISM Conference Tweets

In this section I specifically look at the circulation of #LATISM between April 1, 2017 –
December 31, 2017. Table 21 provides a sample of frequently used words within a tweet that
uses #LATISM. The frequently used words reflect top issues influencing Hispanic/Latino
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communities as well as words that reflect collaboration (i.e. we and thanks). The most
frequently used term was “http” (16157 times). Although this is not a formal word, the word
frequency indicates that a substantial amount of content linked with “http” is associated with web
content.

Table 21 Frequently used words associated with #LATISM

Word
TNTweeters

Impact
Represents a nationwide- group of American citizens,
legal residents, and undocumented people who lobby and
promote political action for immigration rights.
Immigration
Frequently used in both English and Spanish
NoBanNoWall Response to the building of a U.S.-Mexico Border Wall

Frequency
3926

HeretoStay

Response to immigration rights

2493

Not1More
NiUnoMas

Response to immigration rights
Response to immigration rights

2596
2509

Latino

Identity/label marker; the total number used does not
reflect the use of Latinos or combination of USLatino
Predominantly tagged with TNTweeters ontent
Context cannot be determined
Context cannot be determined
Encourages Latinos to vote and also represents the tag
for an organization by the same name
Context cannot be determined
Context cannot be determined
Context cannot be determined
Context cannot be determined
Context cannot be determined

823

USLatino
Thanks
Trump
VotoLatino
Nervous
we
Immigrants
Community
Latinx

3459
2620

3690

487
961
422
394
281
233
141
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Table 21 is only a small sample of the 18, 280 tweets collected. The frequency of the words
reflect the trending topics that were discussed by users tweeting about #LATISM. Immigration
and immigration reform being frequently mentioned is not a surprise, and this topic along with
trending activist hashtags reflects how the value of the #LATISM community relies heavily on
community-building partnerships online and in person. #LATISM as a virtual community relies
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on the use of cultural associations to network while establishing identification through the
representation of Hispanic/Latino voices and experiences. This is significant when shaping
Latinos in Tech and Social Media as a public because it is the organic activity that sustains the
organization’s progress and OI.
The need for Hispanic/Latino non-profit organizations to remain active and relevant
within the Hispanic/Latino non-profit sector is a common thread amongst Hispanics in
Philanthropy, Latinitas, and Latinos in Tech and Social Media. Their formations as public
depends on their ability to compose in digital environments. Their abilities to compose in digital
environments must continue to grow and adapt to the technological, sociopolitical, and nonprofit landscape while maintain consistency with the organization’s mission, purpose, and
values. The use of technology within the non-profit sector is used to establish identification with
their stakeholders, but also to create a cohesive identity and persona that represent both the
organization and the population they serve. Hispanic/Latino organizations serve as sites of
resistance by creating and nurturing a space for Hispanic/Latino communities. They highlight
and contribute to the positive representation of Hispanic/Latino communities, and their
representation that contributes to dismantling linguistic and cultural stereotypes. As a form of
resistance, an organization’s use of linguistic and cultural differences as meaning-making
activities leads to “…constructing more grounded and actionable understandings” (Flower, 2003,
p. 40). This leads to creating localized knowledge while affirming Hispanic/Latino
knowledge(s). Hispanic/Latino knowledge(s) can be found by looking at the content
management strategies and transformations that occur within an organization’s formation as a
public.
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The formation of a public resembles a performance by multiple actors. The process of
assembling a public and supporting performances are two key factors in examining how the work
of rhetoric enables the work of others outside of academia (Grabill, 2010, p. 193). To further this
point, the strength of a public lies in its ability to enact to change, or at least convince their
audience that change can be enacted (Ryder, 2011). For a non-profit organization, the concept of
enacting change is an integral component of both their formation as a public and of their OI.
Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social use cultural associations to
enact change by networking, representing, and establishing identification with multiple
Hispanic/Latino communities. In the next chapter I describe future directions for research on the
use of cultural associations by non-profit organizations.
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CHAPTER 5: CONCLUSION AND RECOMMENDATIONS FOR FUTURE RESEARCH
While Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media
represent a small section of the Hispanic/Latino non-profit sector, they act and perform as three
different rhetorical bodies. The goal of the dissertation is not to promote a Hispanic/Latino
identity label or to provide recommendations to the nonprofit organizations in this study (i.e.
content management strategies, marketing plans, etc.). However, there are practical implications
to this study. For example, the model can be used to assess content management strategies and
the organization’s outreach not just for Hispanic/Latino organizations but for other organizations
as well. Organizations heavily rely on an identity being cohesive and consistent throughout
multiple platforms, and the models within the study can serve as a starting point for
Hispanic/Latino organizations to assess their writing practices and engagement with multiple
stakeholders. Hispanics in Philanthropy, Latinitas, and Latinos in Tech and Social Media have
their own distinct organizational identity, and any similarities stem from:
•

Aligning with the core values of the Hispanic/Latino nonprofit sector

•

Constantly assembling and reassembling rhetorical statements of how the organization
aligns with cultural values of Hispanic/Latino communities.

An organizational identity is a product, an active rhetorical process, and is engrained within a
nonprofit organization. For Hispanic/Latino non-profit organizations, an organizational identity
is dependent on assembling and reassembling rhetorical statements (text and visuals) of how the
organization aligns with cultural values of Hispanic/Latino communities. An organization’s
public writing reflects the product of collective action, but also the contributions to collective
life. For organizations working with marginalized groups, the incentives are much higher
because an organization’s public writing is connected to the rhetorical body of Hispanic/Latino
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communities through the use of cultural associations (i.e. cultural icons, visuals, etc.). Visuals
about Hispanics/Latino communities acquire power and contribute to a larger narrative of not
only the organization’s impact, but also of the Hispanic/Latino non-profit sector as a rhetorical
body. This is done by the accumulation of images of Hispanic/Latino communities by the
organization and outside of the organization’s reach taking a collective life of its own, which
then transforms and creates and recreates the Hispanic/Latino image and sustains a knowledgesharing network. The Hispanic/Latino image becomes the materialist approach to sustaining an
organizational identity.
Drawing on the work of Gries (2016) and Potts (2014), I challenge the traditional notions
of the formation of cultural identities in online spaces. I do this by questioning the role of the
rhetor as a single speaker and instead focus more on how the interconnected activities within an
organization’s public writing impacts the formation of an organizational identity. The
interconnected activities reflect a hub of active, rhetorical processes that occur but tend to be set
aside as only operational procedures. This is problematic because this causes Hispanic/Latino
non-profit organizations to blend with other organizations, and the impact of cultural
associations within their writing practices are diminished, ignored, or erased. This continues to
marginalize not only the Hispanic/Latino non-profit organizations, but also the communities they
serve. Hispanic/Latino organizations operate within the infrastructure of the non-profit sector,
but they represent a rich, collective life that is tied to cultural identities more so than the type of
services they provide. Rhetoricians, practitioners, and scholars in organizational communication
and non-profit management are able to isolate mechanisms within the organization’s writing
practices when Hispanic/Latino organizations are identified as such and are viewed as thriving
within their own ecology within the general non-profit sector. By only focusing on the services
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they provide, we are limiting our understanding of their organizational culture, writing practices,
communication strategies, and overall advocacy efforts.
The focus of my dissertation is to examine how an organizational identity is constructed
rhetorically by a Hispanic/Latino based non-profit organization. Borrowing theories and
terminologies, such as organizational identity, organizational image, etc., from organizational
literature supplements rhetorical theory’s understanding of how publics are formed. The diverse
and politicized climate of the non-profit sector influences the development and sustainability of
an organizational identity. Multiple identities coexist in order to develop and sustain the
advocacy and operational efforts of the organization. However, multiple identities are inherently
tied to a specific organizational identity in order to maintain a cohesive and consistent public
image. Each organization’s public writing (i.e. tweets, Facebook posts, content on website,
profile pictures and cover photos on social media platforms, etc.) create a public image of an
organization’s mission, goals, and values. This public image is tied to their organizational
identity, which is important to the work the organization does and to how the organization can
coordinate with other organizations to improve the quality of life for Hispanic/Latino
communities. An organizational identity is an extension of public rhetorics. Ryder (2011) notes
that “public rhetoric … shapes their interactions so that they recognize not only their own
personal power, but the power that comes from being a part of a group that is bigger than they
are, which includes people they know and people they don’t” (Ryder, 2011, p. 218). As a public,
each organization undergoes multiple transformations by various actors within multiple
networks. The transformations are necessary for the organizations to thrive, and the
transformations are also essential towards understanding the relationship between cultural
associations and public writing.
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By focusing on the cultural associations that impact an organizational identity, I am able
to situate rhetoric as the thread and vehicle of transformation used to develop and sustain
organizational identity. In order for scholars of rhetoric and writing to effectively theorize and
apply knowledge when working with marginalized communities, it is imperative for scholars to
understand the organizational structure, communication, and rhetorical processes that sustain a
non-profit organization and the sector in which an organization operates. An organization’s
public writing is transformed to meet the needs of their stakeholders, align with the
organizational identity of the Hispanic/Latino non-profit sector, and maintain consistency with
the organization’s organizational identity.
The Hispanic/Latino non-profit sector is comprised of multiple publics, and mapping the
Hispanic/Latino non-profit sector adds a new layer to emerging conversations in organizational
communication, non-profit literature, and several sub-fields of rhetoric whose work would
benefit from having conversations regarding identity formation in online spaces, rhetorical
ecologies (i.e. digital and visual rhetorics), cultural associations in identity formation (i.e. public
and cultural rhetorics), and an organization’s writing practice (i.e. professional writing, public
writing, and technical communication). Additional research on the writing practices of
Hispanic/Latino nonprofit organizations are needed outside of the field of rhetoric. Incorporating
the voices and narratives of Hispanics/Latinos practitioners within academic scholarship adds
depth, authenticity, and boosts the representation of a marginalized groups in not just in the field
of rhetoric, but also in technical writing and organizational communication. A substantial amount
of research exists on nonprofit management, leadership, diversity initiatives, content
management strategies and social media use of nonprofit organizations, but few isolate
Hispanic/Latino nonprofit organizations and focus on the role cultural associations influence the
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collective writing practices of the organization. As I continue to study how Hispanic/Latino
organizations operate as rhetorical bodies, I must continue to be critical of my own methodology
and engagement with nonprofit organizations. In the next section, I provide recommendations on
how to improve the current methodology.
As I mentioned in Chapter 2- Theoretical Framework, taking an ecological approach
dissects the layers of the Hispanic/Latino nonprofit sector. Each layer contains threads that are
sustained by actors (both human and non-human), which influence the relationship between
cultural associations and an organization’s public writing. Increasing the number of subject
participants by administering a survey and follow-up interviews from multiple stakeholders (i.e.
donors, volunteers, staff, etc.) would diversify and address actors that were not included in the
model. A larger sample size is beneficial for an ecological approach, but the data cannot solely
be obtained from interviews, websites, and social media accounts. An analysis of additional
forms of public writings and inclusion of more organizations would further support the
application of the model and produce more findings regarding the relationship between cultural
associations and public writing.
Through surveys and interviews, a longitudinal study that includes the analysis of
additional forms of public writing from Hispanic/Latino organizations can potentially identify
additional trends (i.e. social media trends) that were not found in this dissertation. While I
anticipated to compare and contrast the use of #LATISM by Hispanics in Philanthropy, Latinitas,
and Latinos in Tech and Social Media, irregular posting frequency (i.e. inactive periods and
infrequent posting) of each organization on Twitter and Facebook created some challenges. The
findings revealed minimal use of #LATISM with one another. Although tracking #LATISM
demonstrated how a hashtag transforms over 9 months for one organization, the study would
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have benefited from additional social media tracking in order to visualize the role hashtags play
for Hispanic/Latino organizations.
The focus of the dissertation is not on service or an individual’s cultural identity because
the voices and contributions of Hispanic/Latino organizations are underrepresented in the field of
rhetoric. As the Hispanic/Latino population continues to increase, so will the organizations and
resources needed to meet the needs and demands of Hispanic/Latino communities. While
Hispanic/Latino organizations operate within the nonprofit sector, their exigencies and
professional writing practices differ because they are heavily dependent on an identity rooted in
cultural associations. The implications of examining the rhetorical process of an organizational
identity in the field of rhetoric means creating critical reflexivity of how organizations working
with marginalized groups operate, write, and develop and sustain knowledge-sharing networks.
The models I developed in this dissertation visualize the knowledge-sharing networks
used by Hispanic/Latino nonprofit organizations within their professional writing practices to
maintain an online presence. Each organization’s online presence (website and social media
accounts) establishes institutional ethos, which helps the organization develop communitybuilding strategies and partnerships with multiple stakeholders (i.e. donor support, clients,
volunteers, etc.). To truly see how the Hispanic/Latino organizations transform as publics and
use their organizational identity in “real-time,” a visual representation that allows the viewer to
maneuver through different hashtags, visuals, and texts would be ideal and is the next major step
of my research. As I continue my research journey, I will explore the professional writing
practices of Hispanic/Latino organizations knowing that the models I have developed will morph
as more actor-networks and knowledge-networks are recognized.
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APPENDIX
Appendix A
1. Please describe the Hispanic/Latino non-profit sector.
2. How do you network (online and face-to-face) with other Hispanic/Latino nonprofit
organizations?
3. How do your mission, purpose, and/or values differ from other Hispanic/Latino
organizations?
4. How do you connect with the Hispanic/Latino community (organizations, individuals,
etc.)?
5. Do ethnic, racial, and/or cultural traits play a role in the development of online content
and image of the organization? If so, how? If not, why not?
6. Do you use the LATISM hashtag to promote content, generate discussion, connect, etc.?
Why or why not?
7. What identity label (Hispanic, Latino, Latinx, etc.) best represents the organization?
Why?
8. How do you create content to reflect the identity label you selected?
9. Please share any additional comments about the community you serve, content that best
represents the organization, etc.
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Appendix B
Latinos in Tech and Social Media is the only organization that received supplemental questions.
1. Do you know what year the organization started to pick up more speed online?
2. Please describe the relationship between online social networks and the Hispanic/Latino
community.
3. I know that you have 22 chapters are all of them active in the same social networks?
Which ones are the most active?
4. How do you create digital communities to ensure that online discourse more accurately
reflects Hispanic/Latino issues?
5. What is the origin of the LATISM hashtag?
6. Do you think people get confused with the interchangeable use of the word LATISM?
7. How has the LATISM hashtag and LATISM conference impacted the Hispanic/Latino
non-profit sector?
8. I found the blog on BeVisible there was a comment about the organization and just like
the hashtag kind of being not as active as it used. Do you see that being a problem or/an
what do you envision for the future of the organization and the hashtag?
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